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\ big promotion for the national | 
nutrition drive will be put on soon 
in South Bend, Ind., but this is no| 
reflection on the Studebaker boys, 
who seem to be doing all right. | 


== 


E. A. Cudahy suggests that “vic~ | 
tory packaging” supplant “frills 
and furbelows and intriguing little | 
gadgets” for the duration, probably | 
not realizing what this would do to 
the great box-top contest industry. 


- 3 -¥ 


Larrowe Milling Company is} 
offering feed franchises to automo- 
bile dealers, who presumably will | 
now gladly join in the once hated 
mockery, “Get a horse!” 


7 | 


Armour’s Easter promotion will 
constitute “the biggest ham selling 
campaign of all time,” an asser- 
tion that Hollywood no doubt will 
promptly challenge. 


, F FF 


One industry which can’t hon- 
estly be said to be shrinking from | 
over-time production is the anti- 
trust division of the Department of | 
Justice, headed by your old friend 
Thurman Arnold. 


? VF 


The Ft. Wayne meat packer who 
offered a wasketball book on a 
sportseast and received 45,000 re- 
quests was no doubt pleased, but 
after all there are 3,427,796 basket- 
ball fans in Indiana, according to 
the 1940 census figures. 


- = 


“Old money” customers are less 
important now, says Vergil Reed, | 
because of income and other taxes. | 
Old money is said to have an | 
exceedingly low melting point these | 
days. 


. oo 


With all the advertising men now 
joining the armed forces, the great- 
est consumer survey ever under- 
taken will soon be at the disposal 
of forward-looking merchandisers. 


7, Vv F 


An ADVERTISING AGE report calls 
Rudyard Kipling’s “Jungle Book,” 
the subject of a new United Artists 


film, “a tale for children.” Of 
course it should have added, “of 
all ages.” 

v v v 


Conscientious paters should real- 
ize before taking their offspring to 
the circus or zoo that “The Jungle 
Book” has always enjoyed the 
rating of required reading. 


_ i 


Judging from all the excitement 
its artist has created, the Cleveland 
might join with the Ply- 
th Cordage Company in spon- 
Soring a book for advertising men, 


explaining just how ropes should 
be tied. 

v v v 
_Potrick Henry would have en- 
Joye’ handling one of the assign- 
ments listed in the AFA’s 39 war- 
me advertising tasks, simply 
desicnated, “Promote intelligent 
Patriotism.” 

. 2. 9 
One 


he man’s meat is another man’s 


Pois remark the makers of 
“epilatories, as they view 1942 
Prospects of a big increase in the 
humber of unstockinged feminine 
legs Copy Cus. 


| coincidence 


HILLS BROS. PROCLAIMS TINLESS CANS 


Gone with the \in? 


Gone with the Tin? No indeed! 


Not Hills Bros. Coffee! 


y 

When tin cans for coffee went “out 
the window” by official order on March 1, 
many people who have been using Hills Bros 
Coffee began to ask us, “How will you pack 
your coffee now?” It was perhaps only natural 
that they should ask us, because our company 
was the first to vacuum-pack coffee in cans 
We originated the process nearly forty-two 
years ago—in July, 1900, 


By this time everyone realizes how 
important it is that critical materials—among 
them tin—be conserved for the war require- 
ments of our Nation. And today every manu- 
facturer in the Lnited States is concerned, 
above all else, about what he can do to help 
speed victory. 


Fortunately for all of us, we are 
part of a great country, and there's a bright 
side to everything. We have learned how to 
make rubber out of oil; we are able to make 
alk out of coal; we can make wool out of milk; 
we make underwear out of glass; and now 
thanks to the can manufacturers of America 
a way has been found to make vacuum -cans 
without tin. 


a 

This has been accomplished by coat 
ing the same base—blackplate—with a syn 
thetic enamel instead of vitally needed tin 
actually, a tinkess can 

Tr 

The ofherals directing the complex 
ites of production and conservation recognize 
that this new type of can may not prove suit 
able for all kinds of food products you have 
been accustomed to buying in tin. Many foods 
are still on the unrestricted list and will con 
tinue to be packed in tin cans. Won't you be 
considerate of those that aren't while the 
manufacturers work out their packaging prob- 
lems which they will 


Ax far as coffee is concerned, the 
new can made of “enameled blackplate” has 


all the necessary protective qualities, and we 
have proved it to be entirely satisfactory for 
vacuum-packing. In appearance you'd hard- 
ly know the difference except it has a soft, 
bronzy finish instead of looking as bright as a 
new dollar 


[nitial steps in the general plan to 

help save tin were put in motion long before 
' I ze 
the end of 1941. To thoroughly test enameled 
blackplate before its complete adoption, we 
ij t I 
have been using it for tops on some cans and 
1 

bottoms on others, even while we were contin 
uing to pack coffee in all-tin cans, This ex 
plains why grocers may for some time still 
have Hills Bros. Coffee in an assortment of tin 
and enameled blackplate cans 


ln recent years, manufacturers of 
glass containers have developed the method 
of vacuum-packing coffee in glass, and soon 
some sizes of Hills Bros. Coffee will also be 
offered to you in glass jars 


I is inevitable that in the coming 
months you will see many of your old favorite 
brands—foods and other commodities in new 
sorts of packages. With some the change-over 
may take place slowly. With others it will 
happen fast 


But whatever their wartime dress 
you can continue to have faith in the brand 
names of favorite food products that you have 
come to depend on just as you and we have 
faith in the future of America 


Food manufacturers have the very 
highest regard for their responsibility to you 
Mr. and Mrs, America—to meet every prob 
lem that arises with the kind of courage and 


honest de tion that will merit: your 


respect and patronage, today and tomorrow 
Speaking for ourselves, we can tell you this 
“Packages may come and packages may go, but 
there is nothing we know of or can imagine that 
could cause us to forsake the tradition we have 
maintained for 64 years of roasting and packing 
the finest coffees obtainable.” 


HILLS BROS. COFFEE, INC. 


SAN FRANCISCO, CALIF 


PLANTS AT SAN FRANCISCO AND EDGEWATER, N. J 
ESTABLISHED iets 


First marketer of vacuum-packed coffee to turn up with what seems a satisfactory 
substitute for tin, Hills Bros., San Francisco, broke this 1,000-line copy in 425 


newspapers from San Francisco east to Cleveland, March 27. 


The copy, prepared 


and placed by N. W. Ayer, is notable not only because it announces vacuum 
cans of blackplate, using no tin, (produced by American Can Co.), but also 
because of the institutional message if presents on behalf of the entire canned 


food industry. 


Some Hills Bros. coffee will soon appear in glass, but for the 


present glass packing will be confined to the Edgewater plant for distribution 
in the Central states. 


White Flour Ban 
Follows Failure 
of British Drive 


Similarity Between 


U. S., English Bread 


Promotions Seen 

Chicago, March 25.—By a strange 
which may indicate 
that Americans and British are 
really brothers under the skin, the 
difficulty which has been experi- 
enced in this country in attempting 
to convert the public to enriched 
bread has been matched almost 
exactly in England. 

The problem remains unsolved 
here, but in England this week it 
was being solved by government 
edict. British millers may no longer 


grind white flour, and effective 
April 6 British bakeries will be 
prohibited from baking’ white 


bread, while on April 20 the last 
(Continued on Page 29) 
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Wilson's ‘Victory 
Type’ Dog Food to 


Get Heavy Push 


Chicago, March 26.—Following a 
three-city test of newspaper copy 
announcing its new “Victory-Type” 
Ideal dog food, Wilson & Co. re- 
vealed today that heavy promotion 

(Continued on Page 29) 


Oil Companies Marshal 


Forces for ‘Saving Drive 


Sears Sales Wil 


Drop 6% in 1942, 


Wood Estimates 


Advertising Budget to 
Be Smaller, Due 
to Restricted Line 


Chicago, March 24.—Asserting 
that 1942 would bring a drop of 
| only six per cent in dollar sales vol- 
j}ume, Gen. Robert E. Wood, chair- 
|} man of the board of Sears, Roebuck 
& Co., presented the company’s an- 
nual report to a 
here yesterday. He 
l}among the significant phases of 
1941 business was a rise in Sears’ 
mail order sales as compared with 
sales of its retail stores. 

Although sales for 1941 swept 30 
per cent higher than 1940's peak, 
$915,057,628 for 1941 as compared 
with $704,301,014 during the pre- 
vious year, net profit for the com- 
| pany and its subsidiaries failed to 
keep pace, due chiefly to increased 
taxes. Net income for Sears and 
subsidiaries was $36,711,504, com- 
| pared with $36,086,668 in 1940. 


conference 
that 


press 


disclosed 


Expects Mail Order Gain 


sales 


The peak was marked by 
mail order reasserting itself and 
raising its percentage 32.9 com- 


pared with a retail store sales rise 
of 29. 
pany found 
per cent of its orders, and refunds 
amounted to 30 million dollars. The 
company’s sales continued an up- 
ward spiral, each month exceeding 


the corresponding month in 1940, 
and January, 1942, sales were 39 
per cent over January, 1941. Mail 


order sales, Gen. Wood insisted, 
were holding pace and percentage 
with 1941. 

Queried as to whether he ex- 
pected mail order sales to gain an 
(Continued on Page 27) 


Last Minute News Flashes 
Parker Pen, Morton Salt to J. Walter Thompson 


Chicago, March 27. 
ton Salt Company, Chicago, today 


Parker Pen Company, Janesville, Wis., 


and Mor- 
confirmed to ADVERTISING AGE their 


appointment of J. Walter Thompson Company, Chicago, as their adver- 


The Morton 
Parker takes effect Aug. 1 


tising agency. 
that of 


Parker Pen account, and Mr. Foust 


appointment 


Foust and Merton V. 
account executives on the 
will handle the Morton account. 


Heads Westinghouse Merchandising Division 


Mansfield, O., March 27. 


John A. Ashbaugh, in charge of manufac- 


turing and engineering of the merchandising division of Westinghouse 


Electric & Mfg. Company here, has been appointed manager of the 
division. 
“Beauty and Health” to Discontinue in June 

New York, March 27. Macfadden Publications will discontinue 
Beauty & Health after the June issue. In announcing suspension “for 
the duration,” Macfadden cited “numerous problems affecting paper, 
printing and advertising” imposed by war conditions. Known as Beauty 


& Health for only six issues, the 
Culture, Bernarr Macfadden’s first 
of his various enterprises. 


publication was originally Physical 
publishing venture and cornerstone 


“New York Post” to Go Tabloid April 6 


New York, March 27.—The New 


York Post will become New York's 


only evening tabloid newspaper on April 6, following four weeks’ testing 
of the tabloid size on Saturday editions. Priced at 3 cents on weekdays 


and 5 cents on Saturday, the Post 
for advertising. 


will maintain its present line rates 


During the year, the com-| 
itself unable to fill 11) 


is effective immediately, and | 
5. Chester A. 
Wieland, JWT vice-presidents, will act as 


To Use All Media in 
Voluntary Advertising 
Campaigns 

By HAL BURNETT 

New York, March 26.—Petroleum 
advertising has enlisted full 
strength for the war effort and will 
swing almost universally to saving 
oil instead of selling oil during the 
next two months. 

Following meetings with 
leum Coordinator Harold L 
the industry’s War Council, com- 
posed of the major oil company 
presidents, has approved plans for 
devoting a large share of each com- 
pany’s advertising and pro- 
motion effort to the problem of 
conservation. But rather than raise 


~~ OlLis — 
Ammunition 


Petro- 
Ickes, 


sales 


Use it — 
Wisely | 


The slogan on this design for posters 
and pump hangers is one of two adopted 
by the entire oil industry for a voluntary 
cooperative effort on behalf of the con- 


servation theme. All media will see 


its use. 


a “war chest” to sell the public on 
eliminating waste of oil and rubber, 
the industry will endeavor to 
accomplish its wartime selling role 
through existing channels’ and 
media. 

Two slogans approved by the 
council and by the Secretary of the 
Interior, “Oil Is Ammunition—Use 
It Wisely!” and “Care for Your Car 

for Your Country,” will form 
the spearhead, hammering at mo- 
torists endlessly throughout the 
same channels that have hitherto 
boosted the individual merits of 
Esso or Mobiloil or Veedol. 


Use All Media 


Thus, with a minimum of new 
production machinery, with a max- 
imum of decentralization, each 
company will contribute part of its 
advertising — magazine, newspaper, 
farm paper, outdoor, radio, direct 
mail, point-of-sale, or house organ 

to repeating the common theme of 
conservation. In the majority of 
instances local companies will use 
the same copy, art and continuity 
to help secure the maximum im- 


| pact for the official slogans. 


Acting with the assent of Secre- 
tary Ickes, the Petroleum Industry 
War Council named a _ three-man 
policy committee on product con- 
servation, consisting of B. I. Graves, 
vice-president of Tide Water As- 
sociated Oil Company, chairman; 


W. H. Kershaw of Texas Company, 
and J. A. Miller of the Standard Oil 
Company of New Jersey. 

This committee in turn delegated 
its public relations, sales, and ad- 
vertising job on conservation to five 
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regional committees. The basic dealer training, the constantly-re- waste through better servicing, and INDUSTRY-WIDE Canada Hits at 
scheme of individual voluntary) peated “Oil Is Ammunition” and through more careful driving. 
effort was worked out by these “Care for Your Car” themes will The industry will not, as it did ot%%e. Ad Allowances 
committees, adopted in Washington hit motorists in newspaper, Maga- qyring the rationing ordered by .* . 
in February, and turned over to zine and farm paper space—usually Secretary Ickes last summer. con- W ‘ W 
H. L. Curtis, advertising manager in the form of insert boxes or duct on independent advertising on omens ear 
of Shell Oil Company, and his streamers in the regular advertis- 


assistant, H. P. Brown, for produc- 
tion. They in turn enlisted crea- 
tive assistance from the advertising 
departments and agencies of other 
oil companies. 

On Voluntary Basis 

The War Council will 
advertising itself. It has merely 
proposed in an elaborate outline 
sent to oil companies and _ their 
agencies that they cooperate in 
carrying the industry’s conserva- 
tion message in standard form. Art 
work, copy and radio commercials 
have been prepared for individual 
adaptation to local sizes and meth- 
ods of distribution. Only 24-sheet 
posters will be produced on a na- 
tional basis, simply because this 
form of production will save money 
for all cooperating companies and 
because sizes are standardized na- 
tionally. 

The same thoroughness of mer- 
chandising products and_ service 
that has characterized the industry 
will spotlight the conservation cam- 
paign. 

Beginning with house organs and 


place no 


ing of the companies. At point of 
sale will be posters, pump hangers 
and educational leaflets. The latter, 
bearing no local company imprint, 
will be printed in colors by each 
company, using either offset or 
photo-engravings of art work sup- 


plied by the War Council. Even 
speedometer stickers, road map 
stickers and windshield _ stickers 
will carry the theme. 
First in the “Post” 
The first national magazine ad- 


vertisement to tie in with the pro- 
gram appears in the March 28 issue 
of The Saturday Evening Post, a 
spread of the Socony-Vacuum Oil 
Company. Already the conserva- 
tion slogans are being repeated 
daily in news broadcasts sponsored 
by oil companies on the Atlantic 
Seaboard, where a 20 per cent 


rationing of dealer gasoline deliv-| 


eries is in force. And, through 
planning in advance for the gaso- 
line shortage, the entire advertising 
effort in this territory is helping 
put across the story of the need for 
saving gasoline, for eliminating 


campaign on conservation. 
Gain Huge Coverage 


By adopting the voluntary plan 
of the council, local oil companies 
will help put the conservation mes- 
sage across to a far greater circu- 
lation than any single campaign 
could hope to reach. Some compa- 
nies are contributing a mention in 
every advertisement, some ten per 
cent of their outdoor posters, some 
an entire month’s showing on 
posters or an entire month’s sched- 
ule in magazines. It is estimated 
that the oil companies reach a 
41,500,000 circulation through their 
$7,500,000 expenditure in news- 
papers; 30 million homes through 
$6,000,000 spent in radio; farms 
that employ over 10 million vehicles 
with $1,000,000 in farm papers; and 
daily impressions of 200,000,000 
including duplications, through ex- 
penditures of $6,500,000 in outdoor. 

Early reports to the War Council 
indicate that at least 10 per 
tie in with 


advertising will 


campaign. 


The Voice of 


of Americans 


© International News 


to accomplish this... 


THE 


FIRST NETWOR K 


MacArthur — — 


Melbourne to Mutual to Millions 


A: 10:15 a.m., Saturday, 
on March 21, 1942, exclu- 
sively over the Mutual Net- 
work,the American people 
heard the voice of General 


Douglas MacArthur... for 


the first time since he began his heroic defense 


of Bataan, in the Philippines. 


This broadcast marks an important “first”— per- 
haps the most important news beat of World War 
II. All the networks have been striving day and 
night to bring the actual living voice of General 


MacArthur to their listeners. 


It’s not surprising that Mutual should be the first 


MUTUAL BROADCASTING SYSTEM 


FOR NEWS 


| industry-wide 


cent, | 
probably far more, of the industry’s | 


the | 


General Manager: | 
Klauber Advanced | 


New York, March 26.—Columbia | 


| first assumed control in 1928. 


the executive committee, 


Care for your Car 
for your Country 


Petroleum companies have adopted this 
slogan as one of the spearheads of an 
campaign to promote 
conservation of cars and vital fuel sup- 
plies. It won a government okay. 


CBS Names Kesten 


Broadcasting System yesterday ele- 
vated Paul W. 
Kesten, who di- 
rected the net- 
work's advertis- 
ing and _— sales 
promotion dur- 
ing its years of 
astest growth, 
to the new post 
of vice-president 
and general 


= 


manager. 
Mr. Kesten 
will assume the 


former duties of 
Edward A. Klau- 
ber, who has 
served CBS as_ executive vice- 
president since the Paley interests 


Paul W. Kesten 


Mr. | 
was elected chairman of 
a newly- 
created post. 
William S. Paley, 
president and} 
principal  stock- 
holder, continues 
as president and | 


Klauber 


chief executive | 
officer, quashing 
rumors that he 


planned to retire 
at yesterday’s 
meeting of the 
directors. 


Mr. Paley, in 

E. A. Klauber announcing’ _ the 
CBS board’s ac- 

|tions, said that the shifts were} 


| made to free Mr. Klauber to devote | 


| the 


|his whole time and attention to | 


long-range problems, and to gain | 
“needed relief from his overbur- 
dened duties of many years stand- 
ing.” Mr. Kesten will direct all | 
divisions of CBS except the pro-| 
gram department which will report | 
directly to Mr. Paley. 


Mr. Kesten joined CBS in 1930] 


as sales promotion director, follow- 
ing 10 years in advertising as vice- 
president and advertising manager | 
of the Foreman-Clark clothing 
chain, and as an account executive | 
with Lennen & Mitchell. His suc- 
cess in establishing CBS listening 
popularity through an “audit” by 
famous accountants, Price- 
Waterhouse, in 1932, was a major 
factor in the network’s competitive 
growth, and was rewarded by pro-| 
motion to a vice-presidency in 1934. 

Save for a brief interlude in the 
agency field with Lennen & Mitch- 
ell, Mr. Klauber stepped to his key 
position with CBS from the city 
news desk of the New York Times. 
He has been a principal industry 
spokesman in the ASCAP battle 
and in the various inquiries by the 
FCC. 


Dental Paper Moves 


The Dental Students’ Magazine, 
Chicago, has moved to 540 N. 
Michigan avenue. 


Ottawa, Ont., March 26.—Curb- 
ing of advertising allowances in the 
women’s, misses’ and. children’s 
wear field is not to be interpreteg 
as the opening wedge in an att 
on advertising costs generally, a ¢- 
cording to information given Ap- 
VERTISING AGE by officials of Ca; 
ada’s Wartime Prices and Tr; 
Board this week. 

In an order by Administrator J, 4. 
Klein, curbing use of rayon, cotto; 
and wool in this $60,000,000 indus- 
try, manufacturers are prohibited 
after March 18 from sharing “in any 


/manner with a retailer any of t! 
,costs of advertising made by such 
|retailer except in the case of a na- 


tionally advertised line,” in which 
case cooperative advertising will be 
permitted to an amount not exceed- 


|ing 3 per cent of total annual sales 
| by the manufacturer to the retailer. 


In the same order, manufacturers 


|}are prohibited from engaging, au- 
|thorizing or directing any person 


“to demonstrate, advertise or in any 
way promote in any retail store the 
sale of any garment produced by 
him.” They are also. prohibited 
after April 1 from spending more 
than two-thirds of their 1941 appro- 
priation for services commonly 
called “American styling.” Con- 
tracts now in force for such style 
service may be continued to their 
termination. 

Board officials describe these 
curbs as merely putting the busi- 
ness on a uniform basis and elim- 
inating “concealed price differen- 
tials.’ They deny any intention to 
extend their country-wide program 
for standardization and simplifica- 
tion of Canadian merchandise into 
a general curb on advertising. 


‘Morency Raps Radio 


Comics’ Off-Color Gags 


Paul W. Morency, general man- 
ager of WTIC, Hartford, and chair- 
man of region No. 1 of the National 
Broadcasting Company’s advisory 
board, has issued an annual report 
in which he points out that if cer- 
tain radio comedians continue to 
retail offensive gags, stations ‘‘can- 
not be expected to continue the 
offending shows.” 

Mr. Morency admitted “grave 
concern over the current tendency 
on the part of certain comedians 
and show writers to use situations, 
inferences, and double entendres 
not consistent with good taste.” 


Two Join Swan Studios 

Parker Watt has joined Swan 
Studios, Chicago, as an account 
executive and Ed Mittelstadt, crea- 
tive layout artist, also has joined 
the company’s staff. 


NEW HAVEN 
is Fst! 


Joseph Parker of New Haven was the 
inventor of blotting paper and the 
first manufacturer of tissue paper ™ 
America. The perfection of  ‘(iss¥ 
paper for the making of newspaper 
matrix can be directly credited to Mr 
Parker and his associates. The Jose?" 
Parker and Son Company pape! mill 
is still in active operation on Whale’ 
Avenue, New Haven. 


Che New Gaven Register 
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BUSINESS AS \()f)\j-USUAL 


p> No one need be told that things are differ- 
ent nowadays — and sugar from a safe is 
fast becoming more fact than fancy. 

Things are different, too, for buyers of 
advertising space, as wartime efficiency im- 
poses a more critical scrutiny of market and 
media merits. 

And any new evaluation throws a spot- 


light on Newsweek. 


It offers a compact audience of better than 


p. S. In Washington, GHQ for business as for war, 
Newsweek's circulation has increased two and one-half times 


in three years. No other magazine can match this record. 


a half million families, whose high-level in- 
comes mark them grade-A buyers of unre- 
stricted commodities ... while their high 
IQ’s give them a full appreciation of the 
efforts of companies working all out for war. 

Today these thinking Americans — 79°; 
executives, in business, and in government 

are finding new peaks of interest in the 
pages of their favorite news magazine. And 


Newsweek, mindful of its responsibilities to 


its audience and the nation, is reaching new 


peaks of editorial effectiveness ...as is 
succinctly stated by Nelson A. Rockefeller, 
Coordinator of Inter-American Affairs, who 
writes: ‘“You have added materially to the 
effectiveness of your publishing creed, ‘A 
well-informed public is America’s greatest 
security’.”’ 

No wonder then that Newsweek is chang- 
ing executive reading habits, and serving 


reader and advertiser alike more effectively 


than ever before. 
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Higher Rates May 


Hit U. S. Magazine 
Sales in Canada 


Ottawa, Ont., March 26.—Canada 
moved this week to ban circulation 
of United States periodicals, news- 
papers and magazines within the 
country unless they could continue 
to sell at basic ceiling prices set up 
by the Wartime Prices and Trade 
Board. Ceilings were established at 
the level of the four-week period, 
Sept. 11 to Oct. 15, 1941. The only 
exception to this rule will be sub- 
scriptions made directly between 
subscribers and publishers without 
“solicitation, intervention or aid” 
on the part of any intermediary. 


The reason for the board ruling 
was the fact that prices and sub- 
scription rates for big-selling U. S. 
magazines and periodicals are due 
to rise in the near future. In some 
cases higher prices are already in 
effect in the United States. 

Under Canada’s price ceiling, no 
such increase is permitted unless by 
special order of the board or unless 
such periodicals are specifically ex- 
cluded from the ceiling. The board 
has decided to permit no such ac- 
tion. 


Gets Chemical Account 


Instant Chemical Corporation, 
New York, has appointed Jasper, 
Lynch & Fishel, New York, to direct 
advertising for Instant A-Z Fire 
Extinguisher. 


Impose Newsprint Ceiling 
The Office of Price Administra- 
tion has imposed a temporary 60- 
day ceiling on newsprint at the $50- 
per-ton level which has prevailed 
for four years. The order has the 
effect of canceling an announced 
increase to $53 by Canadian pro- 
ducers, to take effect April 1. The 
ceiling covers April and May, by 
which time it is expected OPA will 
issue a permanent price schedule 
jointly with Canada. Cost studies 
are under way in both countries. 


Harvey Joins WPB 

Robert E. Harvey, Jr., research 
manager of Ross Federal Research 
Corporation, Detroit, has taken a 
leave of absence to serve on the 
automotive branch of the War Pro- 
duction Board in Detroit. 


Cash and Grocery 
Orders Highlight 
Two New Contests 


Chicago, March 26.—A stimulant 
in the form of $6,000 cash and 
$6,500 worth of grocery orders for 
a slogan marked a new phase this 
week of national promotion of Gen- 
eral Mills’ ready-to-eat oat cereal, 
Cheerioats. 

A full-page four-color advertise- 
ment in This Week Magazine an- 
nounced the contest. Entry blanks 
are included, requiring the return 
of a sales slip or cash register re- 
ceipt showing the purchase of a 
package of Cheerioats. The contest 
closes April 15. 
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Latest in the series of copy approaches 
to stimulate consumption of Genera! 
Mills’ ready-to-eat Cheerioats is a contest 


offering $6,000 cash and $6,500 worth 
of grocery orders for a slogan typifying 


VICTORY IS IN 


They will know more toil than any hands in Amer- 
ica. For they will grow, gather, and bring to market 
the foods, the fibres, the fats, and oils with which 
to win the war. 


They will do it with fewer machines and with almost 
no assistance. 


To act as a friend, counsellor, and adviser to the 
farmers of America is a privilege. To unravel for 
them the complex pattern that is woven daily —to 
assemble, sort, refine and interpret today’s ever- 
changing events, that they may understand the 
effect on their lives, their businesses, their homes, 
their plans, their America—that is FARM JOUR- 
NAL’S obligation. 


PROVED SELLING POWER 


“The large circulation and wide appeal of Farm Journal in New 
Jersey means that a product advertised there is a best seller practi- 
cally every time, thanks in part to the way my druggists cooperate.” 


New Jersey Wholesaler* 


“We push products advertised in Farm Journal, and it has paid 
handsome dividends. Soles of P. & G. jumped 20%.” 


Illinois Grocer* 


“Mass display of drug items in Farm Journal is now a constant 
part of our promotion to rural customers. We've seen 25% gains.” 


: . “a 
Name on request. California Druggist 


THESE HANDS 


There never was a time when such a job was so 
important. Almost one half of our 130,000,000 
people are rural. If these United States are to be 
truly united, RURAL AMERICA MUST BE KEPT 
INFORMED. A magazine that attempts this job 
must keep pace with today’s lightning tempo. It 
must first know what farmers want to know. It must 
have the ablest and most complete reporting and 
editorial brainpower. It must be written right down 
to a final deadline—and that deadline must be only 
hours away from readers’ arm chairs. 


That is FARM JOURNAL, Its war-tuned editorial 
program, and its exclusive 4-day-printing-and- 
delivery schedule, meet completely the needs of 
today’s farmers. That’s why FARM JOURNAL now 
has the largest circulation ever enjoyed by a rural 
magazine—more than 2,600,000—why it is the 
logical medium for anyone with a product to sell 
or a message to tell to rural America’s millions. 


FARM 
JOURNAL 


MASTER KEY TO THE RURAL MARKET 


OVER 2,600,000 .... OVERWHELMINGLY AMERICA’S LARGEST RURAL MAGAZINE 


| American Magazine, Ladies’ 


the cereal. The campaign includes The 

American Weekly, This Week Magazine 

en extensive list of newspapers and radic 

promotion. Blackett-Sample-Hummert jis 
the agency. 


Similar copy is to appear in Th, 
American Weekly March 29 and t! 
schedule calls for additional col 
advertising in Sunday newspape: 
of metropolitan centers plus black- 
and-white ads in a large list o! 
dailies. Promotion of the contest 
also will be included on the Ger 
eral Mills’ NBC-Red Network shovy 
“Light of the World,” now broad 
cast on behalf of the cereal, and 
will be augmented by store di 
plays. 

Blackett - Sample - Hummert 


handles the account. 


OFFERS $25,000 CASH 


Chicago, March 26. — National 
magazines and the NBC-Red Net- 
work program, “Helpmate,” wil! 


| be used by Cudahy Packing Com- 


pany in spurring sales of Old Dutch 
cleanser by means of a rhyme-com- 
pleting contest offering consumers 
$1,000 every day for 25 days. 

First promotion of the offer broke 
in the March 22 issue of Th 
American Weekly. Full-page, four- 
color copy likewise will appear in 
Home 
Journal, Life, McCall’s, The Satur- 
day Evening Post, This Week Mag- 
azine and Woman’s Home Com- 
panion. Blackett-Sample-Hummert 
is the agency. 


“Hold Those Markets!” 
Published by Crowell 


Crowell-Collier Publishing Com- 
pany has issued a brochure, “Hold 
Those Markets!”, in which the com- 
pany analyzes the problems of 
manufacturers who cannot fill de- 
mand for consumer goods at pres- 
ent, and the importance to them of 
using advertising to maintain good 
will and public acceptance of their 
products. 

The American production mir- 
acle, says the brochure, is based on 
selling, and if the selling function 
is allowed to atrophy during an era 
in which only production counts. 
serious difficulties will be encoun- 
tered in the postwar era. 


Where But 


WSYR 


SYRACUSE 


can you tap the 
Fast’s hest farm 
qudience? 
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POPULATION WHOLESALE SALES 4 


i940 U. S. Census) (1939 U. S. Census of Distribution) 


(000 omitted) 


Z 1. New York, N. Y......$12.954.252 ) 
Vv 1. New York, N. ¥ 2. Chicag u 4,080,415 
( 2. Chicago, Ill 3. Boston, Mass 1,634,784 
3. Philadelphia, Pa 4. Philadelphia, Pa 1,622,100 
4 Detroit, Mich 5. San Francisco, Cal 1,377,614 
5. Los Angeles, Cal 6. Detroit, Mich 1,304,451 
\ 6. Cleveland, Ohio 7. Los Angeles, Cal 1,285,265 
” 7. Baltimore, Md ood 8 St. Louis, Mo 1,164,102 
\ 8. St. Louis, Mo , 9. Cleveland, Ohio 946,653 
Boston, Ma sows 10. Pittsburgh, Pa . $32,069 
1 Pittsburgh, Pa 543.5 11. Kansas City, Mo 762,069 
11. Was ton, D. ¢ 663,091 12. Minneapolis, Minn. . 716,894 
— 12. San Francis Cal . 4 13. Cincinnati, Ohio 647 187 
13. Milwaukee, Wis oss .98 14. Baltimore, Md 57 
14. Buffalo, N. ¥ oy 15. Dallas, Tex - 475,45 
15. New Orleans, La peg 16. Houston, Tex ‘ 7.911 
16. Minneapolis, Minn 92,370 17. Seattle, Wash . 451,292 
17. Cincinnati, Ohio »,080 18. New Orleans, La 7,63 
18. Newark, N. J nate 19. Memphis, Tenn 33,25 
} 19 ansas y. : 20. Buffalo, N. Y 30,27 
\ au dianapolis, ay | 21. Milwaukee, Wis 2.36 
21 ; yet 22. Newark, N. J 97,83 
\ 22. Seattle as 368,30 23. Omaha, Neb 390,75 
23. Rocheste 24. Indianapolis, Ind 374, 
a4 yen oro or 25. Washington, D. C 347,772 
| 25. Louisville bapa 26. Denver, Colo ; ( 
26. Columbu ’ “4 a+ 27. Portland, Ore ‘ 26 
27 ‘oru . . re z ann 28 St Paul Minn - 22 x 
28 nta, G rena 29. Louisville, Ky - 216,93 
\ 29. Oaklar ; b02,163 30 Richm« nd, Va 208,066 
3 erse it N. - 1,173 31. Charoltte, N. C 07,90 
31. Dallas, Tex, 294,738 32, Oklahoma City, Okla. 193.322 
32 mphis, ‘Te 293.963 33. Providenve, R. 1 183,714 
33 3 "aul pa ms 34. Birmingham, Ala 182,932 
34. Toledo 10 eee 5. Syracuse, N. Y. . 164,441 
35. Birmingham, Ala poly 36. Columbus, Ohio 159,038 
36. San Antonio, Tex ye 37. Jacksonville, Fla. ... 151,633 
| 37. Providence, R. 1 : B a 38. Sioux City, Iowa .... 150,439 
} 38, Akron, Ohio tg 39. Fort Worth, Tex 148,386 
39. Omaha, Neb 9 40. Rochester, N. Y 144,841 
40, Dayton, Ohio eye 41. Des Moines, lowa 143,015 
41. Syracuse, N. ¥ oye 42. Wilmington, Del 135,640 
42. Oklahoma City, Okla, 204421 49" Oakland, Cal 135,317 
43. San Diego, Cal a. 44. Salt Lake City, Utah 129,699 
“4 tensuenet Mass 1% “poh 45 Toledo, Ohio 128.510 
| 45. Richmond, Va 193.0 46. Jersey City, N. J... 128,213 
46. Fort Worth, Tex. ... 177, 17. Nashville, Tenn . 127,347 
47. Jacksonville, Fla 173,060 48. San Antonio, Tex. ... 123,108 
‘8. Miami, Fla a 49. New Haven, Conn... 117,994 
9 Youngstown, Ohio 167, : 50 Dayton, Ohio : 117.941 
W. Nashville, Tenn. . b6t,S88 51. Hartford, Conn 115,046 
4 I Hartford, Conn 166 266 52. Norfolk. Va . 106,889 
( $2. Grand Rapids, Mich en 53. Albany, N. ¥ 106,849 
53. Long Beach, Cal “ptgib M4. Duluth, Minn . 100,729 
( >. oe oo oe 160,605 55. Akron, Ohio 92,766 
56. Des Moines, lowa 159,519 56. Miami, Fla . 88,065 
5 56. Flint, Mich. er 57. Tampa, I 87,997 
§ GT. Salt Lake City, Utah. 119,934 oe Cena Rapides, Mich. 84.917 
58. Springfield, Mass 149,554 59. Peoria, Il $3,323 
59. Bridgeport, Conn 147,121 60. Springfield, Mass 78.603 
60. Norfolk, Va phy ~ 61. Spokane, Wash. . 76,081 
61. Yonkers, N. ¥ ee : 62. Tulsa, Okla 75,410 
62. Tulsa, Okla oa 108 63. Flint, Mich 74,496 
63. Scranton, Pa sg 64. Little Rock, Ark... 73,500 
—_ 64. Paterson, N. J 139,688 65. Worcester, Mass - 72,709 
T 65. Albany, N.Y. - pga 66. Wichita, Kan 69,574 
66. Chatt a Tenn 1 l¢ 67 ct 7 
. NJ 121.69 57 vattan i, Tenn 69,374 
oi Trenton j i 68 Charleston, \ Va 67,762 
6s pokane, Wash 121.438 69. Sacramer Cal 67,700 
69. Kansas City, Kan nigh) 70. Savannah, Ga . 67,581 
7 Fort Wayne, Ind 11s,410 b= : : a 
> “J 117,536 71 Knoxville, ‘Tonn 67,308 
> oo —“~ , Tyr 72. Shreveport, La 66,868 
i2 wee > 73 Youngstown, Ohio 64,229 
73. Fall River, Ma 7 ass 34. Portland, Maine 61.479 
a Wises, Se - 112.604 75. Tacoma, Wash . 60,111 
L coast a 111.719 76. Greensboro, N. ¢ 57,395 
S. SSaTs ind. 111.580 77. Seranton, I’a 57,156 
77. Knoxville, Tenn : 78. Montgomery, Ala. ... 56,851 
78. Reading, Pa 110,568 pa ae - 56.641 
79. New Bedford, Mass 110,341 79. Fresno, Cal. ... - 86,661 
$0. Elizabeth, N. J 100.912 88. Sam Diego, Cal per 
$1. Tacoma, Wash 109,408 Sl Bridxe port, Conn - 52,842 
82. Canton, Ohio 108,401 82. Evansville, Ind . 51,544 
— a “ 08.391 83. Atlanta, Ga » 50,592 
$3. Tampa, Fla i + 958 Harrisburg, Pa 
to 
| $s Peoria, 1. pe 105,087 PHOENIX ALUZ 
{ 86. Lowell, Mass 101,389 Utica, N. Y¥ . 
&7. South Bend, Ind ( 87. Lexington, Ky . 49,161 
} 8. Duluth, Minn ( , 88. Davenport, lowa 49,062 
89, Charlotte, N. Cc 89 El Paso, Tex 48,766 
\ 90. Utica. N. Y 0, 9. Fort Wayne, Ind 47,614 
$1. Waterbury, ‘Conn 99,314 91. South Bend, Ind 46,619 
92. Shreveport, La 98,167 2. Columbia, 8. C - 46,576 
93. Lynn, Mass 98,123 93. Corpus Christi, Tex... 46,181 
94. Evansville, Ind 97,062 94. Wilkes-Barre, Pa. . 45,987 
95 Allentown, Va 96,904 95. St. Joseph, Mo ‘a 45,926 
96. El Paso, Tex 96,810 9%. Green Bay, Wis. ....... 44,726 
97. Savannah, Ga 95,996 7. Mobile, Ala 43,976 
98. Little Rock, Ark 88,039 98. Hoboken, N. J 42,336 
99. Austin, Tex 87,930 99. Wheeling, W. Va 42,088 
100, Schenectady, N. Y¥ 87,549 100. Winston-Salem, N.C. 41,752 
101. Wilkes-Barre, Pa 86,236 101. Paterson, N. J. " 41,625 
102. Berkeley, Cal 85,547 102. Canton, Ohio 40,574 
103. Rockford, 1 84,637 103. Huntington, W. Va... 39,907 
10% Lawrence, Mass 84,323 104. Kansas City, Kan 39.719 
Harrisburg, Pa 85,893 105. Durham, N. C » 38,027 
1%. Sagninaw, Mich 82,794 106. Cedar Rapids, lowa 37,982 
107. Glendale, Cal 82,582 107. Saginaw, Mich 
108. Sioux City, lowa 82,364 108 Roanoke, Va ° 5 
109. Lincoln, Net 81,984 109. Reading, Pa ‘ 
1! Pasadena, Cal 81,864 110. Jackson, Miss 37.0 
111. Altoona, Pa 80,214 lll. Trenton, N. J 5.352 
1 Wit Salem, N. ¢ SD 112. Allentown, Pa 35,82 
113. Bayonne, N. J 79,198 113. Long Beach, Cal », 262 
114. Huntington, W. Va 78,836 114. Amurillo, Tex 35,072 
115. Lansing, Mich 78,753 115. Stockton, Cal 3 
116. Mobile, Ala 78,720 116. Madison, Wis 33,5 
117. Binghamton, N. Y 78,309 117. Lincoln, Neb m 3,3 
118. Montgomery, Ala 78,084 118. Galveston, Tex 33,2 
119. Niagara Falls, N. Y 78,029 119 Eames oe 2 33,075 
120. Manchester, N. H 77,685 120. War Tex . 33,051 
121. Quincey, Mass 75.810 121. Fall ‘River, Mass 32,709 
122. Pawtucket, R. 1 75,797 122. Yonkers, N. Y 32,288 ™ 
12%. St. Joseph, Mo 75,711 123. Lansing, Mich 32,153 
\ 124. KE. St. Louis, 75,609 124. Charleston, 8. C 31,292 
125. Springfield, IN 75,503 125. Augusta, Ga 30,503 
1 Portland, Me 73,64 126. Springfield, Mo 0,363 
127. Charleston, 8. C 71,275 127. Terre Haute, Ind . 29,868 
128. Springfield, Ohio 70,662 128. Springfield, Il! . 29,637 
i Troy, N. Y 70,304 129. Beaumont, Tex 25,486 
1 Hammond, Ind 70,184 130. Camden, N. J 27,871 
131. Roanoke, Va 69, 287 131. Erie, Pa 27,697 ~ 
New Britain, Conn 65,680 132. Raleigh, N. ¢ 27,102 
13 San J Cal 68,457 133. Passaic, N. J 26,803 
14. Char ton, W. Va 67,914 134 Mt. Vernon, N. Y¥ 25.004 
Topeka, Kan 67,833 135. Rockford, Ill 24,965 
{ 6. Madison, Wi 67.447 136. Elizabeth, N. J 24,632 
! Mt. Vernon, N. ¥ 67.362 137. York, Pa 24,624 
128. Kacine, Wi 67,195 138. Macon, Ga 24,565 
4 Johnstown, Pa 66.668 139. Lancaster, I’a #529 \ 
1 Pontiac, Mich 66,626 14 Manct ter, N. H 24,367 
‘ De nport, lowa 65,039 141. Bethlehem, Pa 4,308 { 
12. Augusta, Ga 65,919 142. Decatur, I 23.573 
\ “1 PHOENIX, ARIZONA 65,414 143. Schenectady, N. Y 23.503 
144. Evanston, Il fo.389 144. Bayonne, N. J 23.500 
M4 Atlantic City, N. J 64.094 145. Troy, N. Y 23,106 
" Terre Haute, Ind 62,693 146. Lawrence, Mass 23,006 
147. Columbia, 8. C 62,396 147 Kalamazoo, Mich 22.615 
148. Brockton, Ma 62,343 148. East St. Louis, I 22,113 
1% Cedar Rapids, lowa 62,120 149. Austin, Tex 21,882 
15 Jackson, M 62,107 150. San “Jose, Cal 21,619 
" v. J 61,994 151. Waterbury, Conn 20,982 
a aster, Pa 61,35 152. Waterloo, lowa 20.087 
prinefield, M 61.23% 153 New Bedford, Mass 19,908 
1. Wheeling, W. Va 61,099 154. Topeka, Kar 19,73 
Tex 60.862 155 John n, Pa D581 
i re. | 12 156. Atlantic City, N. J 18,996 4 
, 60,685 157. Elmira, N. Y 18,694 
‘ I N 60,195 158 Pontia Mich 18,446 
{ N. 59,319 159. Star rd, Conr 18,131 
1 i Wichita F Tex 17,925 
ry I > 28 161 ‘ ( 17,488 
I : Tex +0 1¢ A N. « 17,028 
! Ia $49 163. A I 16,726 
Kock N.Y 8.4 164. Puebl 6.446 
1 165. H ke, M 15,261 
7m 166. W ‘ R. 1 15,134 
1 r Tex 1 167 Jack n 15,08 
. I 712 168 I ton 7 15,036 4 
| ‘ N J 173 169 ‘ r Ind 14,618 
\ 982 170. Ba t t 14,376 / 
Kee i 5 171. Pasadena, Cal 4081 | 
k 4,714 172 Ly M 13,622 } 
\ 41,097 173 I Ma 13,598 
H M § 174. 3 e W 13,472 
‘ ( 175 \ s, I 12,072 
) ia 28 176. McKeesport, Pa 12,013 
, 62 177. M Mich 11,511 
\\ I ‘ 743 17 New le a 11,/ { 
A Tex ose 178 pr 1, on 10,672 - 
) NM. 1 1 New I elie, N. ¥ 10,639 
I \ 181. Mur nd 9.910 
Hi 182 Qu M 9.764 
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READ THEIR WINGS IN 


USINESS curves assume Mae West proportions in many 
metropolitan areas. Unprecedented circumstances make these 
““curvaceous” bulges hard to analyze. True, all Arizona partici- 
pates in this bright sun of prosperity but it’s still possible to 
accurately evaluate business by established indices. Check 
Wholesale Sales, for instance. According to 1939 U. S. Census 
of Distribution figures, Phoenix, Arizona, jumped from 195th 
in population to 85th in Wholesale Sales among the first 200 
cities of the nation. And Phoenix is the hub which serves this 
“gold nugget of western markets.”’ Look at the list on the left. 
Compare Phoenix with eastern cities and get the picture of its 
importance. Now, however, Phoenix wholesaling must spread 
its wings to cover an ever-enlarging scope of activity. Arizona’s 
basic industries are loyally serving to speed the national war 
effort. Its copper, lead and zinc mines furnish vital metals. Its 
vast forests answer the call of defense projects. The five 
strategically located U.S. Army Air Training fields and national 
defense factories create new demands for foods, materials and 
supplies. All this adds to the growth of Arizona’s Wholesale 
Sales. It indicates to advertisers that here is a fertile market 
place, whether to increase sales, or to protect the good will of an 
established product. Here, also, are two tested mediums ready 
to carry your message to those with above average incomes. 
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ADVERTISING AGE 


March 30, 1942 


Drop Direct Mail 
Promotion of Bonds 


Despite Low Cost 


Treasury Sets Enviable 
Cost-per-Sale Record 
for Its Drive 


By A. P. MILLS 


Washington, D. C., March 26.— 
Despite a cost-per-sale record 
which any commercial advertiser 
would be delighted to achieve, the 
Treasury Department’s Defense 
Savings Staff has discontinued mail 
order advertising activity after sell- 
ing $25,000,000 worth of defense 
bonds at an over-all cost of less 
than four tenths of 1 per cent. The 
percentage will eventually be sub- 
stantially lower since mail orders 
are still being received although 
mailings have stopped. 

The 
order selling in spite of and not 
because of results achieved. Some- 
what paradoxically, the chief rea- 
son for abandonment of the mail 


medium was the backwash of criti-| 


Fr 


| obtained 
Treasury discarded mail| 


cism from members of the public 
who complained that they are buy- 
ing bonds through other channels 
and who claim that direct-by-mail 
advertising represents a duplica- 
tion of sales effort and a waste of 


| public funds. 


Other reasons for discontinuance 
of the mail order division were out- 
ined to ADVERTISING AGE by Donald 
M. Vance, agency mail order expert 
who helped run the program for 
the Treasury. He pointed to the 
mounting difficulty of meeting cost 
and personnel demands for the 
maintenance of an ever-increasing 
file of addressograph plates already 
numbering about 8,000,000 names, 
the vast amount of advertising 
being devoted to bonds in other 
media and the greater responsive- 
ness to such copy since Pearl Har- 
bor, the effort to enroll all salary 
and wage earners as regular pur- 
chasers under the payroll savings 
plan, and the _ house - to - house 
pledge canvass designed to reach 
every home in the nation. 


Indirect Orders Heavy 

addition to the direct order 
as the result of five 
months’ effort, it is conservatively 
estimated that three times as many 
indirect orders will result—placed 
by people who take order forms to 
banks and post offices. Further- 
more, about 35 per cent of new 


In 


mail customers become regular 
customers and buy on an average 
of three times a year. Thus at the 
rate the division was operating 
(2,225,000 mailings per month), the 
total direct, indirect and _ repeat 
orders would amount to about a 
third of a billion dollars annually. 
By merely tripling the list, the fig- 
ure would approximate a billion— 
or about one-tenth of the hoped-for 
goal through all channels. 


Defense bonds were an _ out- 
growth of the _ so-called “baby 
bonds,” which were’ promoted 


almost exclusively by direct mail 
advertising. While the experience 
gained in selling the earlier securi- 


ties was utilized in the defense 
bond drive, new scientific tech- 
niques with which the Treasury 


had never before dealt were intro- 
duced last year. 

Defense bonds went on sale for 
the first time in May, 1941, but 
it was four months later before the 
first large mailing went out. Sev- 
eral small test mailings were made 
during the interval to determine 
the relative pulling power of vari- 
ous advertising appeals. 

To Industrial List 

On the basis of discoveries from 
these tests, a first major mailing 
was made early last September to 
the “Industrial List,” comprising 
nearly 400,000 corporations, 


asso- 


TIME HAS COME 
TO MAKE PLANS 


Every month more manufacturers see clearly what their parts 
in our war efforts are to be and, consequently, they can plan 


constructively not only for war but for the post war period. 


Already there are 


have made their plans and who are using 
advertisements in Popular Mechanics to 


insure the success of those plans. 


Even as this advertisement was being 


prepared—nearly a month before you would 


see it in publications 


requests for data on the markets among 


Popular Mechanics’ 


goods —sometimes for goods that cannot be 


made and sold now. 


These manufacturers, using or planning 
to use Popular Mechanics, recognize three 


things in the marketing of goods. First, if 


goods are withdrawn 


market, some advertising is essential to 
keep the brand names alive. Second, if new 
products are to be offered when peace 


comes, advertising done now will create de- 


POPULA 


manufacturers 


we were receiving 


readers for 


from 


who 


tising done for 


certain 


vertising. Mechanically employed men to- 


the civilian 


mand for the products then. Third, adver- 
either 
should be aimed at a market known to be 
responsive to advertising and to be high in 
effective buying income. 

That explains the interest in and use of 
Popular Mechanics by manufacturers now 
planning for the future. 

Readers of Popular Mechanics always 


have been noted for responsiveness to ad- 


day are enjoying peak earnings. The circu- 
lation of Popular Mechanics is running at 
an all time high. 


thousand is startlingly low. 


Yes, the time has come for you to make 
plans and Popular Mechanics is ready to 
furnish you with information that will help 


you with those plans. Ask today for data. 


V7ECHANICS 


oa eae 


200 East Ontario Street, Chicago - New York « Detroit - Columbus 


of those reasons 


The cost per page per 


ciations and _ trustees. In five 
months, sales resulting from this 
campaign passed the three and one- 
half million dollar mark. With 
orders still being received, the cost 
is now less than 13/100 of 1 per 
cent of sales. 

Mailings generally have consisted 
of a sales letter, a descriptive 
folder, an order form, and a reply 
envelope addressed to the Treas- 
urer of the United States, Wash- 
ington, D. C. Besides industrial 
prospects, other mailings went to 
customers, regular purchasers and 
prospects of above-average income, 
with as many as three mailings to 
a single list. In five months, 
total of over 11,000,000 mailings 
was made. 


Lowest of all in percentage of 


a | 


cost to sales was the so-called “cus- | 


tomer acknowledgment” mailing. 
Each new customer automatically 
received a letter of acknowledg- 
ment, a “record of ownership” 
folder, and an order form. New 
sales resulting from this technique 
were gained at a record low cost of 
less than 7/100 of 1 per cent. 
Treasury officials believe that 
the bonds-by-mail campaign per- 
| formed valuable services in addi- 
| tion to making direct sales. Mail- 
ings helped educate millions 
people to the need for, and advan- 
tages of, buying defense bonds. The 
|mail drive also served to maintain 
contact with the public 
field organization was being built 
up. Mail copy also told the full 


| 


while aj} 


of | 


story which could only be sketched | 


in part in 
advertising. 


newspaper and radio 


Lists Advantages 


Mr. Vance, who was formerly 
| with Walter E. Thwing, Inc., New 
| York agency, and with New Process 
/Company, Warren, Pa., advances 
some interesting arguments in favor 
ot 
of government bonds in the post- 
war era. Such a step merits serious 
consideration, he believes, because: 

1. Many present avenues of free 


resumption of mail advertising | 


advertising and distribution will! 


no 
2. 


longer be available; 

The effectiveness and low 
cost of direct mail advertising will 
be greatly increased when there is 
no competition from the aggressive 
personal solicitation in use during 
the war; 

3. Many people prefer the pri- 
vacy of buying bonds by mail, 
rather than disclosing the state of 
their finances to their local post- 
master or banker; 

4. Except for the payroll sav- 
ings plan which probably would 
not be available in peacetime, mail 
advertising offers the best means 
of securing and holding regular 
customers; 

5. The administrative cost is 
low since one or two experienced 
mail order men can prepare all the 
advertising that is needed and plan 
and supervise mailings as well. 

Mr. Vance has some other ideas 
for reducing costs still further, in 
case mail advertising is resumed in 
the future. Substituting a “fake” 
fill-in and printing all letters by 
letterpress instead of dupligraph, 
with plain, addressographed envel- 
opes instead of the window variety, 
would cut production costs in half. 
Combining letter and folder into 
one piece, which was tested favor- 


ably in one mailing, would also 
reduce costs. 

Individual addressograph plates 
were cut for all prospects. Mr. 


Vance suggests that next time type- 


— — 


_ COPY SWITCH 


FOUNDATIONS 


A new theme has displaced some of the 
headlines and copy for Lux in advertise- 
ments appearing in The American 
Weekly and the regular national news- 
paper list of Lever Bros. Company. The 
"stockings are precious now’ theme has 
been changed to "All three are precious 
now," referring to rayon, nylon and silk 
—and mention of silk will soon be ended. 
J. Walter Thompson is the agency. 


Another suggestion is that the 
mailing lists of commercial firms 
be secured. He would also continue 
the study made to determine the 
relative value of the states, based 
on evidence of wealth and history 
of bond purchases. If such findings 
were confirmed by tests, large 
mailings could be confined to states 
showing the best ratio of sales to 
cost. 


“World-Telegram” to 


Produce Feature Edition 


The New York World-Telegram 
will produce a feature edition on 
Thursday, April 23. Called “a 
forecast of the American way of 
life in war,” the edition will deal 
with the prospects for the civilian 
in the United States under a war 
economy. 

The opening announcement and 
the prospectus for the edition em- 
phasize that the edition, unlike 
many gloomy forecasts, will pre- 
sent cheering factual information 
as to what American industry 
doing about new _ products and 
methods, of better things to come, 
and information on new designs 
and materials. It will serve, the 
paper feels, to reassure and inspire 
consumers about the future of 
American business. 


1S 


Gunther Takes Program 


Gunther Brewing Company, Bal- 
timore, has signed to sponsor 4a 
new program, “Quixies,” copy- 
righted by the H. E. Hudgins Com- 
pany, Baltimore agency, over 
WFBR $sstarting March 30. The 
show, featuring a combination of 
quiz and poker, will be broadcast 
at 9:15 p. m., EWT, Mondays and 
Fridays. 


Heads General Screen 
Frank P. Gibbs, formerly ass'st- 
ant to the president of Alexander 


. "er . , ; uls 
written or hand-written addresses Film Company, in the St. L yon 
be used on prospects, and that office, has been named genera 
j . 5 “* manager of General Screen Adver- 
plates be made only for those be- tising. Chicago. He replaces Mai 
coming customers, as is the usual yy. FE. Zetterholm. now on active 
commercial practice. duty. 

‘Ask your 
Agency 
to ask the 
COLONELY?’ 
5000-1000 WATTS + BLUE NETWORK 


Wy 


MINNEAPOLIS-ST. PAUL’S 


BEST BUY! 


" FREE & PETERS, INC. 


7 Exclusive National Representatives 
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Terence Q. Twistable, top tycoon in the 
triphammer industry and a big man in the OPA, 
can turn up in Grand Central, and not get a 
tumble from anybody but a redcap .. . and only 
then if he is lugging some luggage. 

But let Susie Sugarpuss from Hollywood step 
off the Century, and a rearguard of police reserves 
is needed to get her out alive! 

Mr. Twistable is just an entry in the public’s 
file-and-forget department, but Susie is a picture 
card. If you want somebody to sell Sewing Kits 
for Soldiers, War Bonds, bread, beans or broccoli, 
you'll take Susie and so will everybody else ! 

The reliance on radio of late vears has given 
many products a lot of name identity. Packaging 
changes during the same period have destroyed 
old package identities. Knowing a name is not the 
same as knowing the product! 


To supplement radio advertising. supply what 
it lacks... may we suggest a medium as big, as 
strong and cheap in its own right — the Comics 
Sections of Metropolitan Group ? 

Metropolitan Comics have held the interest 
and affections of millions of people for vears. 
The public knows these comics characters, sym- 
pathizes with them, wants to see what happens 
to them next week. 


Des Moines Register «© Detroit News « 
New York News ¢© New York Herald Tribune . 
Rochester Democrat & Chronicle — 


Springfield Union & Republican ¢ Syracuse Post-Standard « Washington Star « Washington Post 


The name doesn’t mean much 
... if they forget the face! 


Metropolitan Group 


Baltimore Sun ¢ Boston Globe ¢ Boston Herald ¢ Buffalo Courter-Express ¢ Chicago Tribune ¢ Cleveland Plain Dealet 
Detron Free Press 
Philadelphia Inquirer . 
St. Louts Globe-Democrat . 


Metropolitan Group comics sections have an 
adult readership rating of better than 75% 
proportionately twice the audience of Benny, 
Bergen or Allen. (You get the kids free.) They are 
not only a whole family attraction, but a regular 
habit every Sunday, without time competition. 

The half-page unit in four colors is space 
enough to show packages and products as they 
really are, fix the name and the looks of the 
product in the minds of millions of prospects! 

The medium is cheap, too -even compared 
with the impression cost of the best air programs. 


And Metropolitan Group takes in enough 
territory to make it a major national medium. With 
more than 11,000,000 circulation, concentrated 
in states that buy two-thirds of all retail sales, 
Metropolitan Group has better family coverage 
than any other big medium on earth —reaches 
better than 20°; of the families in 687 cities of 
better than 10,000 population (and better than 
50°, coverage in 470 of those cities!). 

And jobbers, distributors, dealers, salesmen, 
store clerks and delivery boys as well as the 
general public see your advertising in Metro- 
politan Group comics sections without being 
nudged, notified, or agitated in advance. 


More details? Call any of our offices, soon! 


Milwaukee Journal « Minneapolis Tribune & Star Journal 
Pittsburgh Press 


St. Louts Post-Dispatch ° 


Providence Journal 
St. Paul Pioneer Press 


Cuicaco: Tribune Tower « Derrorr: New Center Bldg. « San FRANCISCO: 155 Montgomery St. « 220 East 42d St... N.Y. 
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ADVERTISING AGE 


March 30, 1942 


U.S. Advertising 
Not Wanted, Says 
Scripps-Howard 


Decries Efforts to 
Get Government Copy; 
CIO Raps Idea, Too 


Washington, D. C., March 25.- 
Scripps - Howard newspapers, _ it 
was revealed editorially today, 
“want no part in the appeal for 
government advertising.” Efforts 
on the part of publishers to per- 
suade federal officials to follow the 
British and Canadian example were 
described as a “gimme drive.” The 
editorial, as it appeared in the 
Washington News today, as well as 
in the New York World-Telegram 
and other Scripps-Howard papers, 
was headlined: “We Want No 
Bundles.” 

[The “No Bundles” editorial fol- 
lowed close on the heels of an edi- 
torial in the March 24 PM, New 
York’s adless newspaper, urging 
government use of advertising, and 


a statement by Prof. Frank B. 
Hutchinson of Rutgers University, 
also urging government advertising, 
which was given wide circulation 
by press services. | 

Quoting the recent Department 
of Commerce article noting that 17 
per cent of all British advertising 
is government sponsored and that a 
similar ratio in this country would 


mean a  $340,000,000 fund, the 
Scripps - Howard editorial _ said, 
“That isn’t chicken’ feed. It’s 


mighty tempting to an advertising 
salesman who has seen much busi- 
ness killed by the restriction or 
elimination of autos, tires, radios, 
gasoline, new houses, refrigerators, 
washing machines and other once 
important advertising items. And 
this at a time when taxes, news- 
print prices and all other expense 
items are rising. 


Says It’s Not Enough 


“Nevertheless, we hope our gov- 
ernment will resist this drive by 
some publishers, and that the news- 
papers won't get themselves into 
the ‘gimme’ group. This is a time 
to cut the vast outflow of checks 
to recipienis of government bounty 
—not to increase it. If such ads 
are placed, we'll take them, because 
it isn’t an American business habit 
to turn down a dollar that some 


Just the 
won't be 


competitor will 
same, we hope 
placed.” 
Scripps-Howard predicted that a 
$340,000,000 budget would not be 
big enough. The editorial claimed 
that each paper would have to get 
its share, and that each bureau 
would demand funds for its own 
advertising campaign, “all to buy 
something the newspapers are now 
furnishing without cost as a service 
to their country and their readers— 
something which, as part of their 


accept. 
they 


traditional heritage, they should 
furnish.” 
Picturing the abuses that some 


Congressmen and bureaucrats 
would engineer if they had the 
power of spending or withholding 
funds from papers, Scripps-Howard 
claimed that “this expenditure 
would create suspicion and distrust. 
Every newspaper demand for gov- 
ernment economy would draw 
satirical references to advertising 
subsidies. A wholesome and effec- 
tive check on governmental waste 
would be weakened if not de- 
stroyed. 
Bundles for Publishers? 

“We who kidded so freely about 
‘bundles for Congress’ are in no 
position to ask bundles from Con- 
gress. So far as the Scripps-How- 


L. M. CLARK, Inc. 
Readership Survey 
of Society Section, 
CINCINNATI 
ENQUIRER, 
Sunday, March Ist, 
1942 


percent and 


It gives convine 
possible the effective 


readership. 


YARDSTICK APPLIED TO 
BUY-LINES ReapersHIiP 


“BUY-LINES . . . by Nancy Sasser” proven to 
deliver exceptionally high readership per 
dividual advertising message. 

For example, a 43 line message of a food product 
was read by 10.1 percent of the section trafiie— 
a 53 line message of an electrical device by 
a 38 line message of a cosmetic 
manufacturer by 9.6 percent. 

The study was conducted in strict accordance with 
the usual standards of L. M. Clark, Ine. 

ing proof that BUY-LINES makes 


use of small unit space. 


For a small appropriation, you can employ the 
blanketing coverage of 9,000,000 unduplicated 


newspaper circulation with th 


For full information and rates ‘ 

s % 7 » 
NEWSPAPER GROUPS. 
Sales Representative for 


420 Lexington Avenue ° New Yor 


chic © 360 N. Michigan Ave. ® ; 
— San Francisco @ 110 Sutter Street 


in- 


10.1 


e assurance of high 


address 

INC. 
Nancy Sasser, Inc. 

k City © MOhawk 4-3430 
Detroit © General Motors Bldg. 


“CLEVELAND PLAIN DEALER 
. LOUIS GLOBE DEMOCRAT —— 
PITTSBURGH PRESS” 
WASHINGTON STAR 
“BUFFALO COURTER-EXPRESS 


MINNEAPOLIS TRIBUNE AND 
. STAR JOURNAL 


MEMPHIS COMMERCIAL APPEAL 


GNEW ORLEANS TIMES-PICAYUNE 


HOUSTON CHRONICLE 


ard Newspapers are concerned, we 
want no part in the appeal for 
government advertising.” 


CIO ATTACKS EFFORTS 
TO GET GOVERNMENT COPY 

Washington, D. C., March 24.— 
Attacking newspaper publishers for 
urging the Treasury Department to 
use paid advertising to promote the 
sale of defense bonds and stamps, 
the Congress of Industrial Organi- 
zations began this week a campaign 
against the press for “hi-jacking” 
the bond drive. 

A story in the current issue of 
the CIO News, official weekly organ 
of the national union, blames 
Editor & Publisher for launching a 
movement with the result that over 
100 publishers “have taken up the 
cry.” The story is a Federated 
Press dispatch from New York, 
under the by-line of Marc Stone. A 
page one streamer reads: ‘Press 
Hi-Jacking U. S. Bond Drive?” 

“Since Dec. 7, millions of Ameri- 
cans have emptied their pockets 
standing in line at post offices and 
banks waiting their turn to pur- 


chase defense bonds and stamps. 
That was their answer to Pearl | 
Harbor. Less than four weeks 


later, U. S. publishers formed an- 
other line outside the U. S. Treas- 
ury in Washington. Hat in hand 
they want to be paid for coop- 
erating in the defense bond drive.’ 


Waxes Sarcastic 


The story points out that “the 
attitude of the commercial daily 
press is in strong contrast with that 
of labor papers, which have given 
generously of their space to fur- 
thering the bond drive.” The writer 


quotes from an Editor & Publisher 


editorial, and comments sarcasti- 
cally: “But the boys who write 
the editorials denouncing labor, 
overtime pay, 
and the 40-hour week are not inter- 
/ested in money. It’s the principle 
|of the thing.” 

Illustrating the story is the 
familiar “minute man” cut distrib- 
|uted by the Treasury, picturing a 
/'man with rifle in hand. The CIO 
|News caption reads: “Does He 
|Carry Rifle in Self-Defense... 
| Against U. S. Publishers?” 


Harlan Logan 
Named as New 
Editor of ‘Look’ 


New York, March 25.—Harlan 


_ Logan, for the past two years vice- | 


president and general manager of 
Look, will assume active editorial 
| direction of the magazine upon the 
resignation May 1 of its first edi- 
tor, Vernon Pope. 

Mr. Logan, who assumes the title 
of editor in addition to that of gen- 
eral manager, today announced the 
promotion of Daniel D. Mich, pres- 
ent managing editor, to the post of 
executive editor, and John T. Hack- 
ett, one of seven associate editors, 
to managing editor. 

Mr. Logan joined Look as vice- 
president and general manager two 
years ago, coming to the Cowles 
magazine from a similar post with 
the now suspended Scribner's. 


FTC Cites Montgomery 


Ward on Cosmetics 


The Federal Trade Commission 
has issued a complaint charging 
Montgomery Ward & Co., Chicago, 
with misrepresentation in the sale 
of private brand cosmetics. FTC 
disputes the claim that the addi- 
tion of vitamins to Ward’s cream 
preparations benefits the skin in 
the same way as if the vitamins 
were internally consumed. 

FTC also objects to the words 
“tissue cream” as part of a former 
name for a cosmetic. FTC alleges 
that such terminology implies that 
the product has a therapeutic value 
in treating or nourishing the skin 
beyond the ordinary value of a 
lubricant. 


Zien Starts Paper 

Sol Zien, formerly business man- 
ager of the Wisconsin Tavern News. 
has started a new business paper, 
the Wisconsin Beverage News. Of- 
fices of the new liquor monthly are 
in the Wisconsin Tower bldg., Mil- 
waukee. 


union shop clauses | 


FALL SLOGAN 


The dramatic 
patriotic displays is reflected 
giant poster to be distributed next fall 


treatment adopted for 
in this 


and winter by BYD Corp., and the 
slogan was coined especially to empha- 
size wartime physical fitness. Merchan- 
dise displays and newspaper mats in- 
corporating the theme will be sent 
dealers and retailers. Grey Advertising 
Agency handles the account. 


ABP Spring Meet Set 


- for Absecon, May 7-9 


Since Japanese diplomatic offi- 
cials have not yet been evacuated 
from the Homestead, Hot Springs 
Va., where the spring meeting of 
the Associated Business Papers had 
originally been scheduled, the asso- 
ciation has transferred its meeting 
to the Seaview Country Club, Ab- 
secon, N. J., May 7-9. 

In tune with the serious themes 
to be discussed at the session, no 
'formal sports events or prizes have 
been scheduled. The program com- 
mittee has mailed a “problem 
blank” to members, asking them to 
|list the problems they believe 
should be discussed at the ABP 
meeting. 


“American Home” Boosts 
‘Subscription Rates 


| Effective with the September 
issue, American Home will increase 
its single copy price from 10 to 15 
cents and its yearly subscription 
rate from $1 to $1.50. 

Advertising rates are based on a 
guarantee of 2,250,000 net paid 
copies and American Home cur- 
rently is delivering in excess of 
2,400,000, with newsstand sales at 
an all-time high. 


Adds R. Lloyd Smith 

R. Lloyd Smith, for 13 years with 
Albert Frank-Guenther Law’s Chi- 
cago office, has been named execu- 
tive vice-president of Lane, Benson, 
McClure, Chicago. Mr. Smith was 
previously with the advertising 
department of Montgomery Ward 
& Co., Chicago, and with Maurice 
H. Needham Company. 


2000 


DYNAMIC 


STOCK PHOTOS 
KAUFMANN FABRY 


425 S. WABASH AVE. CHICAGO 
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Make no little plans...” 


For no little plans made Chicago ... city that lifted itself above 


its original swamp site, and made a million immigrants Americans... 


reversed a river, and floated the first skyscrapers on pilings .. brought 
better, cheaper meat to half the world... established the first small park 
system, and reclaimed its lake front for all its people... flung out magnificent 
outer driveways for the automotive age ... suffered a decade of predatory 
politicians and criminal outrage ... dared the world’s greatest World’s 
Fair when all business indices were scraping bottom .. . 
survived the Great Depression, and is still Chicago! 


n = 
Little wonder that Chicago welcomed a great me 


new newspaper, conceived and commenced, full and complete 


ts ... scaled, styled and suited to the second city of the nation .. . giving 
b : , 

ease more news of Chicago, more news from Washington and the outside world 
eo 

ition 


than Chicago ever had before ... And Chicago has responded with more 
circulation than any new newspaper ever had. . . with 2,000,000 lines of 


advertising in its first 88 days... advertising representation from its great 


with 
Chi- 
ecu- 
ison, 

was 
sing 
Vard 
rice 


stores and smartest shops. ..second place in classified... already identified 


The Sun as one of the great metropolitan mediums of the country. And 


The Sun is barely risen! 


Make no little plans for Chicago .. . or The Sun, already a big part 


of the midwest market, a part best reached by The Sun, most responsive 
through its columns ... Make Chicago part 


of your current sales plans ... and make 


The Sun part of your Chicago plans 3 


... for better business today, and 


better profits tomorrow ... 


CHICAGO SUN 


The BRANHAM COMPANY, National Advertising Representatives 
Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco. Seattle 
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from retail stores and syndicate products supplementing those it plastic which has anti-corrosion 
Vray {0 Launch counters. Reporting § sales, Mr. Industry Already now makes, and we are preparing properties, and is preparing to Zo 


Competitive Copy 
in ‘Life’ Drive 
Both Capacity and 
Price of Glass-Packed 


Dentifrice Featured 


| nets, 54 
powderpuffs, 256 per cent and Kec | 


Chicago, March 26.—Hitting hard | 
on a sensitive subject, the packag- | 
ing of toothpaste, Weco Products 
Company will launch new, com- 
petitive copy for its Vray tooth-| 
paste next month featuring its glass | 
package. Admitting candidly that | 
up to now Vray has been regarded 
as an “ugly duckling” because it 
was so hard to sell, Weco will 
advertise in Life starting April 20 
with half and full-page two-color 
insertions. 

Vray is packaged in a glass bot- 
tle with a rubber dispenser cap, 
faintly reminiscent of glue bottles. 
The rubber caps were fabricated 
for the company before restrictions 
were imposed, and it is estimated 
that a stock of over one million is 
on hand, but nevertheless, inserts 
are placed in Vray packages re- 
minding consumers to save the 
caps. 

With other dentifrice manufac- 
turers engaged in a hunt for sub- 
stitutes for the tin collapsible tubes 


still in common use, Vray copy 
minces no words. <A _ box in the 
copy asserts Vray is “the first 


dental cream to be packed in glass 
—saves tin for war use.” In a 
presentation to Weco distributors, 
held immediately before the con- 
vention of Druggists’ Supply Cor- 
poration in New York last week, 
Vray’s talk was even more direct. 
The glass-packed cream came at a 
time, distributors were told, “when 
other dentifrices are faced with the 
necessity of imitating Vray or going 
off the market.” 


Emphasizes Supply 


Nor is the competitive angle 
limited to the glass-tin copy, for 
all dealer helps and advertisements 
will include a diagram showing 
that “one bottle of Vray fills a 
toothpaste tube over twice as big as 
the average 39c to 50c tube.” A 
regular 50-cent item, Vray will be 
retailed for a time at 39 cents, an- 
other competitive gesture. 

At the same meeting at which 
plans for Vray were discussed, the 
promotion of Dr. West’s  tooth- 
brushes was outlined. John Wood- 
side, president of Weco Products, 
told distributors that a 70-day sup- 
ply of the brushes was on hand, 
and that suppliers had promised 
ample replenishments. He said, | 
however, that there would be 


no | 
“deals,” referring to the combina- | 
tion offers frequently used _ by | 
toothbrush-and-dentifrice makers. 
Mr. Woodside asserted that low- | 
priced goods, _ including tooth- | 
brushes, were rapidly disappearing | 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFH 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


Woodside said, “In 1941 we sold 
more than 15 million toothbrushes, 
representing 34 per cent of the 
entire industry. Last year, sales of 
Dr. West toothbrushes were ahead 
41 per cent; Dr. West’s toothpaste, 
185 per cent; 
per cent; Gainsborough 
handkerchiefs, 56 per cent.” 

J. Walter Thompson Company 
directs the Weco account. 


Resseguie Gets New Post 

Harry E. Resseguie, for the past 
seven years advertising director of 
Men’s Wear, New York, nas been 
transferred to Fairchild Publica- 
tions’ Washington news staff. 


Gainsborough hair-| 


Aims at Post-War 


Markets: Stoetzel 


Chicago, March 24.—Herbert W. 
Stoetzel, vice-president of Evans 
Associates, Chicago advertising 
agency, told the Chicago Business 
Papers Association yesterday that 
many manufacturers of industrial 
products are preparing for post-war 
conditions through the development 
of new products, for which markets 
are already being sought. 

“One of our clients,” he said, “is 
busy at present with war work, but 
it knows that it will have addi- 
tional capacity after the war. It 
has already designed a new line of 


an advertising campaign which will 
appear early in the fall, the pur- 
pose of which is to introduce this 
new line to new markets, with 
which this company has not hereto- 
fore been in touch. By the time 
the war is over, it will be well 
known to these new buyers and its 
products will have acceptance 
which should result in sufficient 
business to keep the expanded plant 
capacity busy.” 

Mr. Stoetzel also said that manu- 


facturers whose supplies of critical | 
have been cut off have) 
in many cases in| 


materials 
been successful 
developing substitute materials. For 
example, he said that one user of 
copper tubing has found a new 


ahead with normal production 
through the substitution of plastic 
tubing. 

Coal advertisers, he added, are 
expanding their advertising to take 
advantage of government promo. 
tion of coal consumption, especia]]|y 
with a view to making sales ear}, 
and storing coal ahead of need 
to release transportation facilitice< 
which will be strained later in the 
year. 


Named Art Director 


Vincent Pastore, formerly in t}, 
art department of Bayer Compan, 
New York, has been appointed a; 
| director of Deutsch & Shea Adve; 
'tising Agency, New York. 


3 TO FIND WHAT WOMEN READ, 4,603 department store 
customers as they came out the door were quizzed by re- 
porters. (Stores: J. L. Hudson Co., Detroit; F. & R. Lazarus 
Co., Columbus; L. S. Donaldson Co., Minneapolis; Sibley, 
Lindsay & Curr Co., Rochester. Survey by L. M. Clark, Inc.) 
Women were asked this question: 


4 


read advertising?’’... You 


“IN WHICH WEEKLY MAGAZINE are you most likely ‘0 


can see how valuable the an- 


swers women made to this question can be to an advertising 
man who must spend money wisely. (In this case The Saturd:y 
Evening Post was named by department store womer cus- 
tomers 45°% oftener than the next magazine.) 
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March 30, 1942 

mit manufacturers to “continue, 

OP orecasts discontinue, decrease or increase 


Further Increase 
in Cigaret Sales 


Washington, D. C., March 24.— 
Cigaret sales are currently running 
20 per cent above 1941 and a fur-)| 
ther increase is expected, the Office | 
of Price Administration revealed | 
today in a report on the industry 
which explained why OPA refused 
to permit an increase in manufac- 
turers’ prices. 

OPA also issued an amendment 
to the cigaret price schedule to per- 


existing ‘drop’ shipments, free deals 


and coupon practices or values.” 


facturers to any temporary promo- 
tion schemes which were in effect 


| when the ceiling was imposed. The 


|The former price schedule made no_ 
| provision to avoid holding manu- 


amendment also permits manufac- | 


turers to add any new federal taxes 
that may be imposed to the maxi- 
mum prices permitted by OPA. 


— 7 
sand cigarets. rejected this 
Feb. 27, for re Pq ,, itained in 
today’s report. “@83en<~ .. ‘estigation 
did not bear _ OPA’s inyy's claim. 


Army’s Pack-a-Day 


Besides revealing a_ one-fifth 
sales increase over last year, OPA 
forecast that “demand for cigarets 
will probably increase because of 
the continuing enlargement of the 
armed forces and other wartime 


| conditions, and as the public has 


OPA set a ceiling on cigaret| 


prices Dec. 30, to cancel an increase 
announced by American Tobacco 
Company on Lucky Strikes. Prices 
were frozen at Dec. 26 levels. The 
company, however, petitioned for 
an increase, claiming costs had 
risen more than 50 cents per thou- 


the money with which to satisfy 
its demands, it seems likely that 
this rate of increase will be main- 
tained if not increased.” , OPA re- 
ported that the Army estimates it 
will need one package of cigarets 
per day for each soldier—a rate far 
above civilian consumption. 


The OPA investigation also cov- 
ered selling and advertising costs. 
The report says: “Selling and ad- 
vertising expenses are important 
items in the cost of cigarets, but 
no cost increase factors of general 
applicability have been discovered 
by the Price Administrator.” An 
“approximate typical cost” figure 
arrived at by OPA for manufac- 
turers handling about 90 per cent 
of the industry’s volume showed 
advertising expense to amount to 
25 cents per thousand cigarets. 

OPA dwelt at length upon the 
profits earned by leading cigaret 
companies. Although acknowledg- 
ing that costs are now 10-16 cents 
per thousand above the 1941 aver- 
age, OPA estimated that more than 
half of the increased costs will be 


MEN LOVE MYSTERIOUS 


WOMEN. Some men go even 


further and insist that an understandable woman is a dull 
woman. Most men will fight to keep that mystery unsolved, 


Now there’s no harm done by 


that and nobody gets hurt by 


this mystery, unless such mystery confronts an advertising 


man. Then he’s in trouble. 


YOU DON’T HAVE TO LOOK IN A CRYSTAL BALL if you're 


a store owner and want to know what magazine outpulls 


the rest. Grocers, druggists, 


stores with women customers, 


know people pay attention when they read it in the Post . . . 
for when they display merchandise “As seen in The Saturday 


Evening Post,” sales go up. 


WATCH AN ADVERTISING MAN IN HIS OFFICE ... He's 
got a tough job. He can easily be expert on men. But when 
it comes to what women like and dislike, he runs smack up 


against mystery. What tastes 


do women share with men? 


Where do they disagree? In what weekly magazines do you 
advertise to catch a woman’s eye? 


‘THE SATURDAY 


_ EVENING POST 


MORALE BOOSTER 


civilian defense 


ana 


civilian morale \ 
|: : | | 


NATIONAL BANK OF DETROIT 


Both industrial and labor leaders praised 
the National Bank of Detroit for this 
one-time full-page newspaper advertise- 
ment repeating a message from Walter 
S. McLucas, board chairman, in support 
of all-out civilian war effort. Copy ap- 
peared in Detroit dailies, labor and 
neighborhood papers, the Chicago Jour- 
nal of Commerce, Wall Street Journal, 
Michigan Investor, Michigan Manufac- 
turer and The Detroiter. J. L. S. 
Scrymgebur is the agency. 


offset by increased sales volume. In 
the 1936-39 period and _ before 
taxes, the average net income for 
leading manufacturers was about 
17 per cent of book value of aver- 
age invested capital, but in 1921 it 
rose over 21 per cent. Every com- 
pany studied had a higher profit 
last year than the average for the 
base period. Although concluding 
that present ceilings will reduce 
protits, they will remain “very sub- 
stantial,” OPA claimed. 


WPB Bans Production 
of Vending Machines 


Manufacture of vending ma- 
chines dispensing beverages, cigar- 
ets, food, candy, nuts and chewing 
gum will be discontinued April 30 
by order of the War Production 
Board, The industry has _ been 
operating under restrictions since 
Jan. 1, and these limitations remain 
in effect until the stoppage date. 

As in the previous curtailment 
order, postage stamp machines and 
automatic restaurants are ex- 
empted. Makers of machines which 
dispense sanitary napkins are ex- 
empt from the production ban but 
use of iron and steel is cut in half, 
the use of zinc to one-fourth, and 
the use of more critical materials 
forbidden entirely. About 70 plants, 
which handled a 1941 business of 
about $10,000,000, comprise the 
industry. 


Kelly Heads Committee 


The archbishop’s committee of 
the laity for the 1942 appeal of New 
York Catholic Charities has named 
John C. Kelly, president of Kelly, 
Nason, New York, to head the ad- 
vertising division of the special 
gifts committee. Augustin J. Pow- 
ers, vice-president of Powers En- 
graving Company, New York, is 
serving as vice-chairman. 
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Books Are in Demand 


One important group of adver- 
tisers who will be able to capitalize 
current sales opportunities is made 
up of book publishers. As long as 
there is an adequate supply of 
paper, and there seems to be no 
reason to believe that any serious 
shortages will develop in the near 
future, the publishers will be able 
to meet production problems with- 
out serious difficulty, and hence to 
supply the increased public demand 
for books, especially those which 
throw light on the tremendous 
problems of these troubled days. 

Good stories are still staple mer- 
chandise in the book field, and the 
service which they play in provid- 
ing an escape for tense 
important. Romance and adven- 
ture always have a market. But 
the list of best sellers these days 
is long, and it includes many which 
deal not with fiction but with fact— 
analyses of basic war situations, 
discussions of economic problems 
and other phases of the world 
today in which intelligent people 
are keenly interested. 

We were especially interested in 


the news story in the March 23 
issue of ADVERTISING AGE, in which 
current promotion of the Harper 
books of Homer Lea, reprinted 
many years after their initial 
appearance, was described. These 
books, “The Valor of Ignorance” 
and “The Day of the Saxon,” were 
published by Harper in 1909 and 


nerves is 


attracted 
country, 


1912, respectively, and 
little attention in this 
although they had big sales in 
Japan. “The Valor of Ignorance” 
was almost prophetic in forecasting 
the Japanese attack on the Philip- 
pines and the Far East. Aided by 
an introduction by Miss Clare 
Boothe, published in two recent 
issues of The Saturday Evening 
Post, these books will no doubt 
experience a popular demand in 
striking contrast with the public 
neglect accorded them when they 
appeared a few decades too soon. 

The demand for books and the 
opportunities which are now pre- 
sented to book publishers for suc- 
cessful advertising emphasize again 
that there is no visible saturation 
point for information and 
tainment in a country whose citi- 
zens are not only educated and 
intelligent, but keenly interested in 
everything that will aid them to 
understand what is happening. 
Magazines and newspapers. are 
enjoying the highest circulations in 
their history; radio listening is at 
a high level, and moving pictures 
are well attended. Yet the demand 
for books which provide full and 
authoritative discussions of 
things the public is interested in 
continues unabated. 

Book advertising is much in evi- 
dence these days, and we predict 
that it will continue to expand sub- 
stantially. 


Women in Advertising 


Advertising has never been ex- 


clusively a man’s business, and 
today it is becoming more and 
more important from the stand- 


point of its demands upon the tal- 
ents and energies of women. While 
women have long filled many of 
the important rank-and-file 
tions in advertising — including 
Gladys the beautiful receptionist, 
made famous by Rough Proofs— 
executive positions are likewise 
held by many, and the number of 
able women in top positions is 
growing. 

With advertising men joining the 
armed forces in increasing numbers, 
women may expect to carry a 
heavier load in the service of 
advertisers. They seem to have the 
ability to rise to emergencies, and 
the increased service which they 
are being asked to render is well 
within their capacity. Consequently 
it will not be too much to expect 
to see women handling assignments 
which have been considered here- 
tofore the exclusive field of men. 

All of this suggests that those 
who must look ahead and make 


posi- 


sure that personnel is available for 
every need should be considering 
training those who will be asked to 
assume more important posts. A 
well known research executive has 
just started evening training classes 
covering field work, tabulating and 
other jobs in that particular field. 
Others should be training young 
women and older women as well 
for jobs in the many divisions of 
advertising where their special 
abilities qualify them to serve. 

Women have long believed that 
since much of the task of advertis- 
ing is interpreting business to the 
housewife and making her familiar 
with the products she purchases for 
home or personal use, they should 
be ideally qualified to plan mer- 
chandising and advertising cam- 
paigns addressed to feminine buy- 
ers. They have good logic to 
support this position, and now that 
the war is creating new emergen- 
cies, they may have an opportunity 
to demonstrate that they have abil- 
ity in advertising which will justify 
putting them on an even footing 
with men. 
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__ONE POST-WAR PROBLEM ALREADY SOLVED 


— 


"And the instant peace is declared .. ." 


Ad-libbing 


i 
|Nice Going 

The newspaper copy shown here, 
run in New York papers by the 


New York Trust Company through 
McCann-Erickson, seems to us the 
clearest and most effective Defense 
Bond advertising we’ve yet. 
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x New York Trust 
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It’s a pun, of course, and some one 
once said something about puns 


Which has been widely quoted by 
all and sundry, but just the same it 
seems to get the idea over simply, 
clearly and forcefully. 


Ilitting the Market 

One of the most interesting ex- 
amples of copy geared to its partic- 
ular market is the current series 
Which Schenley is running for 
Cream of Kentucky in a long list of 
Negro newspapers, especially those 
affiliated with Interstate United 
Newspapers, Inc. 

The drawings in the copy are by 
the noted cartoonist, E. Simms 
Campbell, who happens to be a 
Negro, and the illustrations are of 
Negroes. He's doing a _ series of 
“types”—the thoughtful type, the 
pleasure-loving type, etc. The first 


ad in the series was built around 
Isaac Murphy, famous Negro 
jockey who won the Kentucky 


Derby three times. 


jottings 

The American Funeral Director 
reports a speech by a member of 
its reading audience who refers to 
the gentry in the business as “fun- 
eral directors, nee undertakers.” 
The speech was delivered at the 
convention of the National Selected 
Morticians, and there in a _ para- 


graph you have the life story of an 
up - and - coming profession, which 
has lifted itself by its own boot- 
straps from undertaker to funeral 
director to mortician, and which 
presumably is now looking around 
for new words to conquer. . . 


———s 


Information 
for 
Advertisers 


The following documents may je 
secured without charge from com- 
| panies sponsoring them, or throug) 
| ADVERTISING AGE, by any nation» | 
|advertiser or advertising agen 
executive writing on his busine 
letterhead. 


| No. 1959. Introducing Storads. 


General Stores Advertising Con 
|}pany has issued this brochur 
| which tells all about Storads, t! 
|new controlled point-of-sale me 
dium. An advertisers’ quiz give 
the answers to numerous question 
about locations, change of copy 
circulation and other detail 
Coverage of metropolitan Ne, 
York is shown in detail in a folde 


enclosed. 
| 


| No. 1960. The Inland Printer i 
the Printing-Publishing Indus 
try. 

The printing-publishing industr 
in terms of markets is shown i 
| this study issued by The Inlan 
Printer. Buying power of the in 
dustry is shown graphically, edi- 
| torial material of the publication i 
analyzed, and reader reaction indi- 
cated. 


No. 1872. Some Facts About th 
Los Angeles Market. 

Maynard Boyce, Inc., has issued 
this study of the Los Angeles mar- 
ket, which shows the area’s popu- 
lation distribution and purchasing 
| habits. It brings out the point that 
the central shopping district is the 
hub, despite decentralization of 
business, and shows, with facts 
from a transportation and _ traffic 
| survey, where car and bus riders 
| live, where, when, how long and 
| how often they ride. 


F. & M. Schaeffer Brewing Com- | 


pany is practically all-out on de- 
fense bond sales. Some 20,000 dis- 
play cards for retail outlets plug the 
Treasury babies, Schaeffer’s 100th 
anniversary copy carries special 
bond and stamp seals, and all of the 
company’s trucks carry banners on 
their sides. .. 

When it comes to astronomical 
figures on advertising volume, The 
Iron Age makes even the best con- 
sumer media look like very thin 
pamphlets. C. S. Baur, Iron Age’s 
vice-president and general man- 
ager, advises us that during Janu- 
ary and February of this year his 
paper printed 1,136 pages of adver- 
tising, a gain of 20.6 per cent over 
| last year. Incidentally, he says, 
| The Iron Age made a gain of more 
than a thousand pages in 1941, 
compared with 1940... 

American Bandage Corporation 
recently used a specially designed 
match book, created by Match Cor- 
poration of America, in connection 
with a_ direct mail promotion, 
which had the inside cover of the 
book matches made up as an 
order form. It reports excellent 
returns, .. 

We notice sporting goods stores 
here and there urging the public to 
bring in their old golf balls. It 
seems that some of the live rubber 


can be salvaged for other golf 
balls. .. 
Quickest upsurge following In- 


come Tax Day seems to have been 
registered by the Industrial Bank of 
St. Louis, which jumped right in 
with newspaper advertising headed, 
“That’s Over,” and urged immediate 
planned saving for next year’s pay- 
ments—or loans for the remaining 
instalments on this year’s bill. . . 

We're a little late, but it’s still in- 
teresting: D. H. Holmes Company, 
New Orleans department store, used 
a black and green ad on St. Pat- 
rick’s Day to urge the public to 
“buy green defense bonds and 
stamps” in honor of the occasion. . 

Are you, too, getting a little 
weary of these glad-handed patriots 
who will put your money into de- 
fense bonds with their name on 
them if you'll buy something from 
them? . . 


.|A tabulation 


|'No. 1896. They 
About Us... 
| “Not mad, just terribly hurt,” is 


Were Talking 


|the way The Star Weekly, Toronto, 
|describes its feelings when someone 
was overheard to say that nobody 
jreads anything but its comics and 
roto section. After an understand- 
jable period of brooding a coast-to- 
|}coast survey of the Dominion was 
made, and results tabulated in this 
‘attractive book. Readership per- 
‘centages are shown for the various 
isections of the paper by location, 
age, income and occupation. 
| 
No. 1898. Facts About Newsweek's 
Audience and Market. 
Newsweek has issued two sets of 
charts—one, dealing with market 
facts for business and _ industrial 
advertisers—and the other, a study 
of Newsweek’s readers. The reader 
| analysis shows the number of read- 
ers and number of families, their 
income, spending ability, use of 
_products, and purchasing plans. 
The other set of charts shows an 
| analysis of readership among busi- 
ness men, industrial executives and 
government officials. 


No. 1906. Industrial 
News Data Sheets. 


Two new data sheets have been 
issued by Industrial Equipment 
News, one of which shows coverage 

and readership of the publication 
| throughout a typical large indus- 
| trial plant. The other discusses in- 
| dustrial copy and offers an idea for 
institutional and prestige advertis- 
| ing which retains many of the bi ne- 
| fits of product advertising. 


Equipment 


| No. 1913. 


| 


Iowa Plus What? 

A composite daytime cove'agé 
/map of the Cowles stations, WMT, 
| KSO, KRNT and WNAX, base: ©” 

the fifth CBS listening area survey, 
forms the center spread of this 
folder, issued by The Katz Agency. 
covers population, 
radio homes, number and value of 
farms and cash farm income for the 
area. The plus comes in throus® 


local advantages of individua!ized 
programming from the five stu‘!!0S, 
dealer support and other aids 
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and A good advertising campaign, according to the H. D. Lee Mer- lished repeatedly by authoritative, independent surveys. 
= cantile Company, is one that reaches everybudy every day. The results of the 1941 eampaign of the Lee Company are re- 
To attain that goal the H. D. Lee Company used advertising ported in the unsolicited letter produced on this page. 
. - ee in The Kansas City Star every day of 1941 and hacked Success in such circumstances is not surprising. All factors 
rage it up with a 15-minute broadcast every day over The Star's favoring success were present: (1) A concern capable of ren- 
a radio station, WDAF. This year the campaign is being con- dering a superior service; (2) an audience of newspaper 
s » tinued on the same schedule—every day in The Kansas City readers and radio listeners that included everybody in Kan- 
4 r : . i " ’ ‘ S ° e 
' on ‘ Star, every day on WDAF. sas City: (3) the all-important element of persisteney—keep- 
ene To say the H. D. Lee Company reaches everyhody in Kansas ing everlastingly at it—letting no shopping day pass without 
Cw : ‘ , .. 6. reminding the public of the excellence of Lee food and Lee 
tity every day is hardly an exaggeration. The Star has more > : 
erage city subscribers than there are families in Greater Kansas sealed 
ar City and the public's preference for WDAF has been estab- Reaching everybody every day brings success! 
‘hi : 
OE THE KANSAS CITY STAR 
ve 0 ° 
ve the 
rough . Evening, 320,820 Morning, 316,903 Sunday, 328,820 
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Pre-War Variety 
of Packaging 


eliminating the hazards of breakage 
and damage in transit; a paper bag 
for bulk shipments of potatoes 
which combines economy with pro- 
tection and effective merchandising 
at the same time; an extraordinary 
package for human blood plasma 


trademark of American  business- 
men all over the world.” 

Judges in this year’s All-America 
were Barbara Daly Anderson, di- 
rector of the consumer research 
bureau of Parents’ Magazine; C. A. 
Southwick of General Foods Cor- 


Musical ingles | 
of Pepsi-Cola 
Make Copy Jibe 


. New York, March 25.—Pepsi- 

4 constructed with such skill and poration; Ben Nash, industrial de- Cola Company last week bur- 

own in Wal § strength that it can be dropped signer; Palmer J. Lathrop of Bris- lesqued its own radio musica 
from an airplane in flight, without tol-Myers Company; Thomas R. 


Many Enter ‘Modern 
Packaging'’ Contest 
Despite Restrictions 


(Picture on Page 31) 

New York, March 27.—Packag- 
ing hits its peak in variety “for the 
duration” in the 57 packages sin- 
gled out for awards next week from 
among more than 20,000 submitted 
in the 11th annual All-America 
Package Competition sponsored by 
Modern Packaging. 

This year’s awards, classified for 
the first time by industry or prod- 
uct rather than by material em- 
ployed, will be the last during 
wartime to run the entire gamut of 
packaging materials—metals, wood, 


damage or breakage either to the 
contents or to the package itself. 
In the food classification awards 
were made for new packages for 
meat loaf, which almost entirely 
eliminate the dangers of dehydra- 
tion and degeneration which ac- 
companied shipment of this product 
in the past; and a new process for 
packaging frozen fish, which pre- 
vents escaping odors and prevents 
contamination of the fish by keep- 
ing out foreign odors of other foods 
with which it may come in contact. 
In the bakery classification an 
award was made for a new type ol 
bread loaf, half wheat, half white, 
packaged as a unit in two separate 
sections, for families with divided 
preferences. In the confectionery 
classification the award went to a 


Baxter of Standard Brands, Inc., 
and Dr. Howard T. Hovde, pro- 
fessor of marketing, University of 
Pennsylvania. 


Metal Fabricating 
Company Bids for 
War Sub-Contracts 


New York, March 25.—Report- 
ing ‘our’ sales department is 
stumped,” H. K. Lorentzen, Inc., 
this week sent a direct mail appeal 


| for war sub-contracts to manufac- 


turers. The letter was signed by 
the company’s comptroller, and 
addressed to treasurers, thus setting 
a new style in sales appeals. 


+ tance Beemey. mts oxmet brithamer, uss commubogtul 
content — sms ther Bh, Wenn gum, ine’ 4 the tethn 


Pepsi-Cola Co.'s musical jingles over the 
airwaves provide the talking point for 
this bit of Peter Arno fun, the latest in 


jingles in a full-page Peter Arno 
cartoon in The New Yorker. 

Copy, which does not mention the 
product, comments, “. . . suc! 
fluency, such tonal brilliance, suc 
meaningful content—and after al] 
Worthington, isn’t it the truth. 
Few readers are conscious of the 
fact that they are reading a Pepsi- 
Cola advertisement until they hav: 
absorbed the musical ‘“Pepsi-Col: 
Hits The Spot” slogan and note 
the six point “advertisement” slug 
above the cartoon. 

Placed monthly in The Neu 
Yorker, the campaign is geared t 
the sophisticated tempo of the pub- 
lication. Ideas and copy suggested 
by Newell-Emmett Company, the 
Pepsi-Cola agency, are translated 
into New Yorker editorial style by 


; , ; Using a processed letter on a| a series of full-page advertisements for the publication’s cartoonist, Peter 
plastics, paper, fibre, tin, leather, confectioner whose entire line had two-color heading, the metal fab- the company in The New Yorker. Newell- | Arno. 
glass—-all materials that have been) been redesigned as a single mer-  ricating company appealed to treas- Emmett Co. is the agency. Barlier insertions in the’ series 
represented in previous awards but chandising unit. Store 


many of which already have been 
curtailed by government order. 
This year the standards for judg- 
ing were determined by considera- 
tions of economy, protection, use 


front, in- 
terior decor, packages, even uni- 
forms of clerks, have all been 
syncretized into a uniform whole, 
and all designed with an eye to 
available materials. 


urers of companies holding war 
contracts, asking them to fill in on 
a return card the name of the ex- 
ecutive who allocates sub-contracts. 

Indicating that the company is 


“Family Circle” Sets 
New Closing Dates 


Because of new regulations issued | 


capitalized on blackouts and club- 
man atmosphere. 


Uses Wooden Tax Tokens 


prepared to swing up to 70,000 sq. by the government concerning, Although wooden nickels may 
of available materials, and adapta- ‘ft. into volume production of metal transportation facilities, Family not yet pass for currency in Mis- 
bility to changed and changing con- Sees Heartening Picture stamping and welding, the letter Circle, New York, has advanced its — it = be ripped all right 
ditions, with beauty and glamor ' ; ‘ ; ae ia aes ities ag ere closing dates and printing opera-| to use wooden “mills” in payment 
ss second or third considerations Commenting editorially in its/OMers a 16-page brochure listing | tions, of the state’s 2 per cent retail sales 
as : ‘ 5. April or awards issue, Modern available automatic production 


Reflect New Standards 

The award winners, according to 
Modern Packaging, reflect the new 
standards, and testify to a new 
phase of an industry’s development 
—a new type of shipping box for 
airplane rudders, safe, light-weight, 
efficient and economical; a new 
development in a shipping carton 
for a desk, which has not only 
increased the speed and decreased 
the cost of packing and shipping, 
but has been a direct factor in 


Packaging says: 

“The entire picture is an extraor- 
dinarily heartening one. In spite of 
the fact that the really significant 
aspects of wartime packaging 
were not fully apparent in this 
1941 All-America Competition, the 
foreshadowings are unmistakable. 
There is evidence of sound think- 
ing, and sounder planning; of 
thoughtful, intelligent research; 
and most of all, of the irrepressible 
ingenuity that has become the 


equipment and personnel to those 
interested. 

First mailing was addressed to 
the treasurers of a test list, while 
the second will go to “the man who 
places sub-contracts.”’ The war 
business pieces were prepared by 
Butler-Advertising, New York. 


Keller Joins “PM” 


Sydney Keller of the Republican, 
Waterbury, Conn., has resigned to 
join the staff of PM, New York. 


The new requirements, contrasted 
with former dates, are as follows: 
black-and-white copy, formerly 37 
days preceding publication, now 39 
(46 if the magazine is to set the 
type); and two-color copy, for- 
merly 42 days, now 44. Four-color 
copy dates are unchanged, 56 days 
preceding publication. 


“Hand Book” Joins CCA 


Interior Decorators’ Hand Book, 
published by Clifford & Lawton, 
New York, has joined Controlled 
Circulation Audit, New York. 


tax. The first of 10,000,000 such 
“mills’”—made of wood fibre—have 
been put in use by the state tax 
commission, freeing aluminum and 
copper formerly used in the “mills” 
for war production. 


Agency Stipulates 

Charles W. Hoyt Company, New 
York agency, and its client, Mears 
Radio Hearing Device Corporation, 
New York, have stipulated with the 
Federal Trade Commission to cease 
misleading representations in the 
sale of hearing-aid devices. 
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7 no forest of smokestacks in the Nation's Capital but 


that brick building two blocks long, down near the Union 


Station, is no industrial bantam. 


It's the Government Printing Office, the largest printing 


plant in the world. Day and night, 7,400 persons are employed* 


on its acres upon acres of floors. The monthly payroll is just a 


whisker more than one and one-half million dollars. 


The GPO is only one of many “industrial” operations in 


Washington, where approximately 200,000 men and women 


are now on the Federal payroll. 


Thousands of newcomers to Washington find their radio sets 


the common denominator between homes just left and a new 


community. More than 85,000 new employees will come here 


in 1942. They will rely on the friendly, familiar counsel of CBS 


and the warm, new’ friendliness of WJSV. In Washington — buy 


Owned and operated by CBS. Represented nationally by Radio Sales 


‘i Columbia's 50 Kilowatt W JSV. 
*The GPO employs as many men and women in a mechanical capacity alone as 
the total payrolls of three of the nation’s leading publishers combined 

a 

‘ WJSV 

— WASHINGTON’S 50,000 WATT STATION 


los Angeles, San Francisco, New York, Chicago, St. Louis, Charlene 
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What can we do to 


help keep America free? 


"Tees is one of those rare periods when the 
Nation needs the full power of its people. 
It is therefore our responsibility and priv- 
ilege, at a time when all men and women 
are re-examining and restating their alle- 
giance to the principles of Democracy, to 
express our obligations as publishers to 


the people of the Nation. 


What can we do, as publishers, to pre- 
serve the right of the American people to 
live, to work, to play? How can we help 


win this war and keep America free? 


We believe that there is much that we 
can do right now when our magazines are 
being read by more people than ever be- 


fore. As we see it, our obligation is 


-to give you accurate and truthful 
information and to guard at all times 


against hysteria or wishful thinking. 


-to refresh your mind and spirit with 
an abundance of clean stories and features 
that are exciting, amusing, romantic. This 


is important in a war-weary world. 


to provide, to the utmost of our abil- 
ity, counsel and assistance with your living 


problems, new and old. 


to support and to further in every 
way possible everything which we believe 


will benefit the Nation. 


to oppose constructively everything 
which we are convinced will not benefit 


the Nation. 


to the best of our ability to speak 
always in the interests of all the people, 
rather than in behalf of a particular 


party, faction or group. 


to promote sympathetic understand- 


ing and co-operation among all of the 


American people . . . to the end that the 
unity which we have achieved in time of 
war may be preserved for the greater cul- 
tivation and enjoyment of the fruits of 


peace. 


and finally, to do everything in our 


power to help win a decisive and perma- 


nent victory for our country and our way 


of life. 


* * * 


Such is our high responsibility and 
opportunity. 


Because we feel that now is the time of 
all times in the history of our country for 
the solemn acceptance of our obligations 
as citizens, we as publishers make this 


pledge to the people of America. 


NS. my 22 President 


THE CURTIS PUBLISHING COMPANY 


Publishers of: LADiES’ HOME JOURNAL 


Independence Square, Philadelphia 


THE SATURDAY EVENING POST’ s+ 


COUNTRY GENTLEMAN « 


JACK and JILL 
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Fannie Brice 


These ads run 
IN THE 


BALTIMORE 
NEWS-POST 


(CIRCULATION 189,279) 


Largest evening 
circulation in the 
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ood advertising for good products is an unbeatable combination. And, just as you 
omote your merchandise on WBAL, we promote WBAL to the listening audience of 
e great, booming Baltimore area--promote it aggressively, impressively and 


nsistently. 


at powerful promotion of WBAL all around the clock--from dawn to midnight--is 
ur promotion. It means more listeners and more sales for your WBAL advertising! 


" Brasiness in Baltimore’ 
useness in Hallsmote, 
WBAL’s great retail publication, publicizes your program 
to retailers of Baltimore and the Central Ationtic States 


50.000 walTs 
BALTIMORE 


OF AMERICAS GREAT RADIO STATIONS 


Represented Nationally by 


EDWARD PETRY & CO., INC. 
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March 30, 1942 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Aids Bond Drive 


To the Editor: Our client, 
O’Keefe’s Brewing Company, Ltd., 
of Toronto, a subsidiary company 
of Canadian Breweries, Ltd., 
thought your readers might be in- 
terested in the enclosed advertise- 
ment, which ran in support of the 
Canadian government’s recent Do- 
minion-wide campaign for the sale 
of Victory bonds. 

This advertisement appeared in 
1,200-line space in all Toronto daily | 
papers, and in half-page size in 
Saturday Night. It stood out among 
the many other advertisements 
which appeared in support of the 
loan like the proverbial sore 
thumb, and received a great deal 
of favorable comment from news- 
paper editors and prominent citi- 
zens for its boldness and unusual 
treatment. It was, in fact, regarded 
by many as the outstanding adver- 
tisement presented by a with the| 


company in connection with the 
loan. 
M. JOHNSTON, 
A. McKim, Ltd., Toronto, Ont. 
- - = 


Colston Warne 
Corrects the Record 


To the Editor: ADVERTISING AGE 
continues its rather complete and 
usually accurate coverage of con- 
sumer movement news. 

In your March 16 article, how- 
ever, one point bothered me a little. 
I don’t know whether it is worth) 
a correction, but it did put me in| 
an unfortunate light. The head- 
line read: “Colston Warne wants 
advertising cut out for the dura-| 
tion.” The text of my comments 
actually suggests only the mini- 
mizing of advertising on the Vic- 
tory models and in lines where sup- 
plies are short. I have always been 
exceedingly careful to avoid any 
general condemnation of advertis- 
ing. As a matter of fact I can see 
a good case for extensive adver- | 
tising at present—Victory bonds, | 
etc. 

Another minor growl: you cor- 
rectly quote me as suggesting gov- 
ernment ownership or control of 
war factories, but preface this by 
saying that I advocate government | 


operation exclusively. 

I am not greatly perturbed over 
the flaws of this article, but I did 
want to suggest these lines of criti- 
cism. 


COLSTON E. WARNE, 
President, Consumers Union of 
United States, Inc., New York. 


_ = = 


Walker's Oar Goes In 


To the Editor: “Big oaks from) 
little acorns grow!” Queer how a/| 
lot of discussion can be caused by 
a simple Boy Scout knot. Might 
as well put in my two-bits’ worth. 

A square knot is a combination 
of two common knots. The first! 


one is tied with the standing part 
of the rope and the second with the 
running ends so that the standing 
part and running ends of each rope 
are together. The standing parts 
or pulling rope is on one side—the 
short ends on the other. 

A thief knot has all the appear- 
ance of a square knot, but the short} 
end of one rope is on the opposite 
side of the short end of the other.| 


Ant 


THIEF ‘s 


/ 
A KNOT A‘OoT To AWow 


That’s the reason it is a THIEF— 
it steals the appearance of the 


"CHIVALRY, COURAGE 


Dedicated-w those lion-hearted men oni 
wethen who are playing thew part in the 
war without quaking (ear or regard lor petty 


“securities 


cavalier spirit that befits @ proud nation 


AND CAVALIER SPIRIT” 


but with the chivalry. courage and 


BREWING COMPANY 
LIMITED 


Canada's recent Victory bond drive received a heavy stimulus from this Axis- 


defiant copy, sponsored by O'Keefe's Brewing Co., Ltd. 


Toronto newspapers, in |,200-line space, 


It appeared in all 
and as a half page in Saturday Night. 


A. McKim, Ltd., directs the account. 


/sent you 


| cacy 


square knot but cannot be relied 
upon for legitimate service. 
If you check the original illus- 


tration in the Cleveland Press ad- 
vertisement in ADVERTISING AGE 
Feb. 16, you will see that the short 
end is crossed over the standing 
part. If this short end were along- 
side the standing part it would still 
be a thief knot. 
J. R. WALKER, 
Central Illinois Light Company, 
Peoria, Ill. 


v v v 

Stands His Ground 

To the Editor: In your March 
23 issue there appears a letter from 
Arthur H. Baum regarding the thief 
knot which, I still insist, is a thief | 
knot and good for nothing. I don’t 
want to tie knots on his boat be- 
cause if he ties any of them and we 
get on Lake Michigan in a storm 
we are both going to be out of luck. 

If you cover up the ends of a 
square knot and a thief knot they | 
look just alike. But on a square 
knot both the short ends must be 
on the same side of the knot, thus: 


a —— ae 


On a thief knot, one short end of 
the rope is on one side of the knot} 
and the other short end is on the} 


| opposite side of the knot, thus: 


If Mr. 
vinced, tell him to go over to the| 
waterfront and ask a sailor to show | 


Baum is still not con- 


him the difference. 
Yours for accuracy 
ing. 


in advertis- 


ALEX W. BEALER, 
Atlanta, Ga. 


Lackens Assails 


High-Cost Inference 


To the Editor: All of the mis- 
conception concerning the function 
of advertising is not confined to the 
consumer. This became evident 
when the writer received in the 
mail a letter containing the follow- 
ing paragraph: 

“Do you prefer our present pol- 
icy of little advertising in trade 
magazines, this to keep our prices 
as low as possible; or would you 
prefer us to advertise extensively 
with resultant higher prices?” 

This was sent out by the adver- 
tising manager of a company manu- 
facturing a product widely used in 
industry. 

A copy of my reply to him is 
not for the purpose of 
airing my advertising erudition but 
in the hope that those who received 
this manufacturer’s letter will have 
this damaging picture of the effi- 
of advertising erased from 
their minds (for they all should be 
reading ADVERTISING AGE) and thus 
partially offset the effects of the 
first letter. 

To a student of and a practitioner 


;}and other boys. 


in advertising for a great many 
years, such a statement is com- 
parable to pouring salt water in an 
open wound. Statistics on the sub- 
ject of advertising in practically 
every field show that on a product 
of merit, advertising does not in 
any case increase the selling price 
but has the reverse effect of lower- 
ing the selling price. Others have 
been under this same impression 
that advertising increases the cost 
of a product, in fact to such an ex- 
tent that within the past few 
months several investigations have 
been made by disinterested parties 
to determine the truth regarding 
this matter of advertising cost. In 
one of these investigations it is defi- 


nitely shown that the cost per 
|article of many items of daily) 
consumption is ridiculously small 


and would have little or no effect | 


upon the selling price. 

It is bad enough for a layman to 
have such a misconception of ad- 
vertising—for a practitioner in ad- 
vertising it is rank heresy. 

FREDERIC I. LACKENS, 

Advertising Manager, Hays 

Corporation, Michigan City, 

Ind. 
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On Liquor Advertising 
To the Editor: As the father of a 


| 16-year-old boy I cannot get very 


enthusiastic over the liquor adver- 
tising campaigns I see being mapped 
out from time to time in your pub- 
lication. 
is bringing liquor advertising into 
our home to try and get my boy 
And yet this is a 
time when we are supposed to win 
a war, to build for a_ stronger 
America. 

I go by some of the 9,100 taverns 
in Chicago night after night. I’ve 
never spent a dollar with them be- 
cause I see the character of the 
product that comes staggering out 
when, after hours spent in drink- 
ing, they decide to go home. And 
I have been wondering just how 
well fitted these folks are to win a 
war, 

France used to have the greatest 
liquor drinking per capita record 
of any country on earth. Those 
who know say that liquor deadened 
French minds and they lost out in 
a war they should have won. Are 
we going to go into this fight with 
clear heads and minds or waste our 
time drinking liquor? I have no 
right to say who should drink or 
not, except that boy of mine. But 
I am wondering just how important 
liquor is when we have a real war 
on our hands. 

E. R. LAKINGs, 
LaGrange, III. 


vgy¥s 


How Posters Can Help 

To the Editor: Poster advertis- 
ing, like other media, can be used 
to advantage in helping the public 
report un-American activities. 


| lic. 
| appreciated by the police depart- 


Every night now our radio | 


We have posted a number of 24- 
sheet posters in Reading, Norris- 
town, Pottsville, Shamokin and 


| 


come soft, aesthetic and apparently 
annoyed by commercialism. The 
present war has unified thought and 


other towns in our territory, giving| is bringing both the industry and 
the local address and phone num-| the public back from their drifting 


ber of the police barracks in the 
various districts. Fifth column ac- 


_ tivities and anything that looks sus- 


picious can be reported to the bar- 
racks. They have been well re- 
ceived and appreciated by the pub- 
They have been particularly 


ments. The information we have 
secured shows that they have al- 


| ready done valuable service in help- 


ing the public cooperate with police 
departments. 
We feel that poster advertising is 


/a valuable source to spread infor- 


mation to the public quickly. The 
police departments have commented 
that the boldness with which this 
copy appears on the thoroughfares 
impresses the public with the seri- 
ousness of the situation. 

Our industry in general naturally 
has been looking to building up 
sales. The public in general has be- 


| 


| 
| 


| 


ways of soft living. We are quick}, 
learning to realize the value of a 
lot of things which we have bee: 
overlooking. Outdoor advertisine 
is one of them. 


HeNrRY R. JOHNSTON, 


Henry R. Johnston, Inc., Read- 
ing, Pa. 
vgsey 


A Stopper in Reverse 

To the Editor: The Scripps- 
Howard Newspapers, in an adver- 
tisement in your March 2 issue, us¢« 
a “headline stopper” in reverse 
when they say “This is no time fo: 
shoulder shrugging.” 

As a certain city editor used to 
bellow at me years ago, “What the 
hell can you shrug but your shoul- 
ders?”’ 

R. W. MIcKaAM, 

Charles W. Hoyt Company, 
New York. 


Mail from Montreal 


ARKANSAS 


GEORGIA 


FLORIDA 


WWL Daytime Coverage 
PRIMARY and SECONDAPY 


"NEW ORLEANS 


You get both with: 


50,000 watts - - clear channel 


Every mailbag at W W L is sprinkled with letters from distant 


fans scattered throughout the world. 


We don’t merchandise 


our steady listeners in Canada, the West Indies or Alaska. 


But we do know that here in the Deep South, the domine™ 


medium is the powerful, prestige-carrying. 50,000 watt cleat 


channel voice of W W L., New Orleans. 


The greatest selling POWER 
in the South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 
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Nash Plans to 
Underwrite Part 
of Dealers’ Costs 


Per Car Allowance 
Calculated to Keep 
Dealers in Business 
Chicago, March 26.—A plan to 
ease the load of Nash dealers, now 


suffering under the financial bur- 
den of the cars they have stocked 


and can sell only as fast as ration-| 


ing boards permit, was unveiled 
here yesterday by Frank Pierce, 
vice-president in charge of sales 
for Nash-Kelvinator Corporation. 

The new plan will enable retail- 
ers to obtain an advance of $10 per 
month per car until March 15, 1943, 
or until their stocks are disposed of. 
It is designed to help meet such 
operating expenses as_ storage, 
financing and insurance. 

The government, Mr. Pierce 
pointed out, will permit retailers 
to add one per cent a month to the 
retail sales price of the car during 
the time it is “frozen.’”’” The Nash- 
Kelvinator agreement, which begins 
April 15, will permit the retailer 
to draw $10 per car for the months 
of February and March. 


Nash Shoulders Cost 


The auto manufacturer’ will 
underwrite the plan and carry it 
out with the finance companies 


which serve the 2,000 Nash dealers. 
The company will pay interest on 
the money, 
refund the principal from the in- 
creased price allowed by the gov- 
ernment. Thus, as the plan works 
out, the original profit 
by the dealer will come to him 
uncarved by his monthly mainte- 
nance costs. 

The so-called “Monthly Income 
Plan,” Mr. Pierce said, has certain 


advantages over panaceas advanced | 


by other manufacturers. The big- 
gest is that it enables the dealer to 
stay where he wants to be, and 
where the company wants him, in 
the auto business. Other advan- 
tages are an immediate cash in- 


come, opportunity to profit on an) 


investment when the dealer might 
otherwise be forced to liquidate, 
and the sale of stock in an orderly 
manner. With solution of these 
costs, Mr. Pierce said, it is hoped 
that most dealers would be able to 
worry along on service and used 
car sales, and survive the period. 

Mr. Pierce rapped the practices 
of car rationing boards, saying that 
“dealers will have their present 
cars for the next 10 years if ration- 
ing continues as it is now.” He 
asserted that many buyers who are 
entitled to obtain automobiles under 
the rationing rules are held back 
either by rationing boards which 
interpret the rules too strictly or 
by not knowing precisely who is 
entitled to buy a car now. 

The new monthly income plan 


| 


% 
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By providing 
seiko -medium 

blanket cover- 
b for only 12c per line 
Rec Newspapers, 
s sole dailies, 
roy New York 
State’s lowest cost major 
market, 


and the dealers will | 


figured in) 


will be presented to Nash dealers | : 

in a series of sectional vcctin. Adequate Supplies 

First public announcement of the! : 

plan coincided with a meeting ot | OF Ink Promised 

Chicago district distributors and} . 

dealers. With Mr. Pierce was John | for Coming Year 

L. McQuigg, vice-president in . ° 2 

I the Detroit office of New York, March 24.—Existing 

aanae. oe & aly which | Supplies of all but metallic printing 

directs the Nash account. | inks will care for all printing, pub- 
lishing, labeling, and packaging 
;needs during the coming year, ac- 

To Tell Food’s Role | cording to the National Association 

| Lt. Col. Paul P. Logan sasietnes | & Printing Ink Makers. 

chief po Are tind Min ng afiinn of Following a survey of its mem- 

quartermaster ws aeneral will speak | bers, and conferences with the War 

on “Food and Its Relation to Fight- whet woe ete the eter nea 

ing Efficiency” at a meeting of the | yesterday released a report advis- 

| Seles Executives Club of al York, | ing that shortages of black and col- 

| Tuesday, March 31, at the Hotel | ored printing inks would not affect 

Roosevelt. | programs planned, at least for the 


remainder of this year. 
findings are: 

1. There is at this time no cur- 
tailment by WPB on use of color in 
printing, excepting metallic inks, 
and none is contemplated. 

2. Conversion of automobile, re- 
frigerator, rubber tire, radio, type- 
writer, washing machine and other 
industries to war production is re- 
leasing a large volume of color inks 
used in catalog, direct mail, and 
publication advertising to other 
users. 

3. Research laboratories in the 
printing ink industry are develop- 
ing alternates and replacements for 
critical materials. Tung oil, for 
example, is rationed by WPB, but 
satisfactory substitutes in gloss, 


Principal 


_white, and non-scratch inks will be 


available before present supplies 
are exhausted. Already available 
are substitutes for chrome yellow, 
bronze, and aluminum inks which 
will pass unnoticed by laymen. 

4. There is an ample supply of 
all materials for the manufacture 
of black inks, and there is no likeli- 
hood that this supply will be af- 
fected. 


To New Headquarters 


Carl G. Vienot, Boston, direct 
mail advertising, has moved its 
offices from 147 to 134 Summer 
street. 


Rose Adds Clinic 

Rectal Clinic, Milwaukee, 
placed account with 
Edson Company, 


has 
Charles 
Chicago. 


its 
Rose 
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TRACER BULLETS 


Well conceived advertising on Champion paper always has helped sales or- 


ganizations to find the range and make their strongest attacks upon the most 


logical markets. Selling must exclude waste, and those with goods to move to- 


day are still finding economy in printed advertising. Uniformly high quality, 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO... CANTON, N.C... . HOUSTON, TEXAS 


fast service, and extra values, long ago made Champion the largest producer of 
printing papers. This Company is free from foreign sources of supply. Its three 
well located mills assure speedy production and prompt, economical deliv- 


ery of pulp for explosives, and paper for Government and essential industry. 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


and Tablet Writing ... Over 1,500,000 Pounds a Day 


DISTRICT SALES OFFICES 


NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND: BOSTON. ST. LOUIS - 


CINCINNATI - 


ATLANTA 
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ADVERTISING AGE 


March 30, 1942 


Admen in the 
Armed Forces 


Herb Trackman, formerly with 
the production staff of KFEL, Den- 
ver, was inducted into the Army 
March 27. 

C. F. Cusack, president of the 
Denver agency which bears his 
name, is serving as a major in the 
Army. 


Stephen A. Collins, city editor of) 


the News-Times, Danbury, 
has enlisted in the Navy. 

Jack Granara, advertising man- 
ager for RKO-New England Thea- 
ters Corporation, Hartford, has 
enlisted with the Marines. 

Naval Reserve Ensign Howard 
M. Paul has been granted a leave 
of absence as commercial con- 
tinuity writer with WTMJ, Mil- 
waukee, and is officer in charge of 
public relations at Navy Pier, Chi- 
cago. 
talions at the 
Training school. 


Conn., 


Naval Aviation 


Wayne A. Smith of the Recorder-| 


Gazette, Greenfield, Mass., has} 
enlisted with the Naval Reserve. 
Marshall C. Sewall, vice-presi- 
dent and sales manager of Transit 
Advertisers, New York, has been! 


He also commands two bat- | 


granted a leave of absence to go 
into active service with the U. S. 
| Naval Reserve air corps. 

Lucius A. Crowell, vice-president 


aa of Blackett-Sample-Hummert, Chi- 


cago, has announced his intention 
of retiring from the advertising 
| field “for the duration,” to offer his 
services to Uncle Sam. Lincoln 
Maytham, account executive asso- 
ciated with him, has been commis- 
sioned a lieutenant, senior grade, 


in the U. S. Naval Reserve and is} 


a member of the Chicago Flight 
Selection Board. 

Harlow P. Spencer, 
publisher of the National 
man, Louisville, has 
the public relations branch of the) 
Army, at Fort Knox, Ky. In his| 
absence the publication will be| 
edited by Henry Brown. 


Holmes Shifted 


| Standish W. Holmes, formerly in 
the advertising department of| 
American Viscose Corporation, New| 
York, has been transferred to the) 
Fibro rayon staple fiber sales di- 
vision. 


Felker Buys Weekly 


James M. Felker, for the past six | 

years a member of the staff of the | 
‘Daily Tribune, Wisconsin Rapids, | 
| Wis., has purchased the Central | 
Union, Westfield, Wis. weekly. 


Horse- 


editor and} 


enlisted in| 


| its machine shop which 


| war 


| 


| 
} 
| 
| 
| 


[Cigar Maker Redes 
War Contract on 
Strict Cost Basis 


Jacksonville, Fla., March 25.— 
From Uncle Sam and the ranks of 
American industry and labor came 
a quick response today to the full- 
page newspaper advertisement of 
Jno. H. Swisher & Son, Inc., manu- 
facturer of King Edward cigars, 
offering extra plant facilities to the | 
government for war work “on a| 
strict break-even basis.” 

The War Production Board, not-| 
ing the open letter headlined, | 
“Let's Stop This ‘Fiddling While, 
|Rome Burns,’” immediately asked | 
the company for full details about 
“alone can 
yield 2,000 man-hours a day for| 
production on a_ three-shift| 
basis,” its 100 highly skilled ma-| 
|chinists and mechanics, floor space| , 
for additional machines, and a 
“capable executive staff eager to} 
shoulder the added responsibilities, 
the heavier burden, the lengthened | 
hours of work without additional | 
recompense or salary.” 

One contractor from the North) 
telephoned the company that he| 
would come to Jacksonville im-| 
mediately to discuss a sub-contract. 


OU can put your finger on more sales if you put your 

product in Houston, and your advertising in The Hous- 
You can’t put your finger on any spot on 
the map that’s busier than Houston. Houston ranked first 
in the South in Retail Sales by $21,000,000 in 1940 (U. S. 
In 1941 Houston's Retail Sales spurted upward 
12%. Currently Uncle Sam is spending 750 million dollars 


ton Chronicle. 


Census). 


HOUSTON EMPLOYMENT 


UP 41 dd 


ness 
versity of Texog, 


in the Houston area for defense. 


Last year The Chronicle completed its 29th consecutive 
year as Houston’s way-out-in-front leader in both circula- 
In 1941 The Chronicle published 
almost as much advertising as both the other Houston 
newspapers combined, and gained (over 1940) 243,117 
lines, while the second paper lost 216,412 lines, and the 
third paper gained only 37,732 lines (Media Records fig- 


tion and advertising. 


ures). 


The Chronicle is Texas’ largest daily—morning or eve- 
ning—and has the lowest milline rate in Texas—daily or 


Sunday. 


2 


THE HOUSTON CHRONICLE 


Morth of 


First in Circulation and Advertising for 29 Consecutive Years 


R. W. McCARTHY 
Manager National Advertising 


THE BRANHAM COMPANY 
Nationol Representatives 


J 


PLANT OFFER BRINGS PRAISE - _ AND ACTION | 


Let's Stop this “Piddling While Rome Burns” 


An Jpen Letter to the Government of the United States 


+: + To Management... 


To the Rank and File of Labor... 


and to All Americans who want Unity, Action and Victory. 


For many months America has been 


fiddling while Rome burned about our heads. 


+ « + ddling with “business as usual” during the vital prewar years while 


the storm signals were plainly fying. 


% can do ths because oar primary besinem 
cigar making We can do it as long as the returns 
from this business pay our operating cosm Al 
though we strongly bebeve wm industry's right to 
make « far profit just as we believe im the work- 
ers’ right to fair wages, im this case we de not 


+ « » fiddling with isolationist argaments while our delighted enemies were want profits. 


eceretly preparing violent death for our armed forces and civilian population. 
eee danaldeibeneammens, 


emapueideddtonten wating Ider to shoulder for p 


What We Want is to Stop Fiddling 
While Rome Burns! We Want 


« Cian ith edith quanta chant Gun cnl o ball end dentiio Gas gag 
d by the Washington's Birthday werk<toppage in « 
plrots. 


Dandie ait 


yey ner heres 


+ fiddling while power-hungry men put persons! ambition above national 


+ + fiddling clumsily with the urgent task of converting our industry to 


war work. 
ineflecti with the all-imp. 


to Help Win this War! And We 
Want to Start Now! 
We have already begua te seck war comtrecm. 
We are ready to make the sacrifices thet 
ance of this offer will clearly require us to 
There are no strings attached te thie 
We ask no profits We amply want to quit 
and go to fighting! 


stock great majonty of war workers woald giedly work 


of 
Fe nnn nme “i 


Whe's At Fault Because We Fiddled? 


Everybody! found these thing: 
Government! 

Management! 

Labor! of war 


Every mother's son and daughter of us!’ 
We fiddled and we fiddied Pearl Harbor woke 
es up But we thought dollars could buy « quick 
vistory se we went beck to our self-satisfied 64- 


Then we took critical stock of ourselves. And 
we discovered that we. too, had been fiddling We 


That we have one of the South's bee 4 


will be 
some taxes which every worker wi 
Therefore we imvite Labor to make the 


woven days a werk von. Regardless of « decimon eur offer 
ating That we have nearly 100 highly skilled 
How deadly wrong we were! ttnalaiicocuete We repeat that we're tired of Eddling wifle 
Now it’s time — g's past time —to quit fd- walning and eupervision. 
ding, Amenca That sharp sacrifices in our plant arrange- Let's stop thie fiddling of which we have all 
It’s time for the off keh that’s Pye ope Aa ery ep o- one Instead, let's get busy at once te 
treditionsl with Americans Time to make « tn making war equipment. production and unity. We cam reture te oar 


we we have always dome when miracles are needed. 
The problems are many and dificult The 


reoponsibilities, the How about it, Uncle Sam? Will you 


- accept our offer? 
menace is frightful. and will wis 
sonttinatonigine Sh vated ool How about it, Labor? Will you ee 
we do tt now! Kad now we offer these extra plant facilities, operate? _— 
: Swish hough these executives, these fighting loyalties to the How about it, America we fiddle 
me oe & & Sen, the, Government of the United States for use im war or do we fight? 


we were doing our full share. We bought quan- 
tines of Defense Bonds We encouraged our 7.800 
workers to buy Defense Bonds and Stamps We 
were complacent because we have been and are 


produce thousepds of dollars im revenue taxes for ” 


Unele Sam every day wen baw 


But We Don't Wunt One Penny of 
Profit From War Contracts! 
operating to full capacity abd because our cigars @ We will-sccept and execute war orders at actual 
cont of labor, materials, ete, on « strict break- 


Cant d bee 


JNO. H. SWISHER & SON, Ine. 
Manufacturers of King Edward Ggare 
JACKSONVILLE, FLORIDA 


‘Phone calls and telegrams from many interested parties—including the War 
Production Board—came quick on the heels of this full-page newspaper adver- 
tisement run in dailies of 10 cities last Monday offering extra plant facilities of 
Jno. H. Swisher & Son, Jacksonville, Fla., for war work on a patriotic “break-even” 


basis. 


Associated Advertising Agency directs the account. 


| offer in 


Officials said it was unlikely that Offers Coveralls at Cost 


a follow-up advertisement seeking | 


/sub-contracts would be necessary. | 


UP 53.6% 


ABOVE 1929 
Based on Avere 


The initial ad ran Monday in 14} 
newspapers of New York, Wash-| 
ington, Philadelphia, 


Memphis, Chicago, New Orleans, | 


| announced that 


Cincinnati, | ' delphia 


Wanamaker’s, New York and 
| Philadelphia department store, has 
it has opened a 
work clothing department in Phila- 
where clothes may be 
bought for cost or less. In its full- 


Kansas City, Los Angeles and Jack-| page copy which heralded the new 


sonville. 
Reprints Asked 


Swisher executives, 


their patriotic offer of available fa-_ 


cilities, decided at first merely to 
accept contracts without profit. 
Then a page in a single New York 
paper was considered, and finally 
an entire schedule worked out. Re- 
prints of the ad have been sought 
by business sources and the local 
labor journal 
One West Coast 
wired Swisher for 


radio station 


| permission to read the message in 


full over the air, and at least two 
radio commentators mentioned the 
nation-wide broadcasts. 
Even Congress is being sent tear- 
sheets by some constituents. 


Answer to Labor 


Explaining the altruistic motive 
of the message, officials said the 
company’s product has been over- 
sold for a year and nothing could 
be obtained in the way of product 
benefit. The brand name, King 
Edward, was mentioned at the bot- 
tom of the ad only because the 
company name is not well known 
outside tobacco circles. 

The company, it was pointed out, 


could easily have sought war con-| 


tracts on a profit basis but it chose 
to develop war work on a cost 
basis. Officials considered the offer 
one answer to labor’s argument that 
all manufacturers are seeking to 
profiteer. 


| service for the 


discussing | 


“civilian soldiers of 
defense,” the company mentioned 
that it continues to supply armed 
service uniforms on which it does 
not profit. 


in Jacksonville so-| 
| licited the copy. 


SPORTS 


Sian Any Oth 
Network Stati 


$T. LOUIS 


MUTUAL 


ILLINOIS? 


Reach a big chunk of 
it through the 
DECATUR station, 


250 W. 1340, Full time 
Sears & Ayer, Hert 
Loent help giv®”: 


WSO 
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The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


Edited by RALPH O. McGRAW 
Problem of Maintaining reports. Among these is a cellu- 


Research in Wartime 

How to keep highly trained re- 
search personnel is bothering many 
. research director and many a 
food company, says Food Industries 
‘tor March. One concern has real- 

ed that it cannot possibly hope to 

tain its entire research staff under 
today’s emergency. So it has re- 


classified all its research under 
three headings: 
Emergency, which covers all 


work done on war contracts, or in 
anticipation of war contracts. 

Immediate, which embraces all 
research where final results are 
predictable in the near future, 
after which the project can be 
dropped. 

Continuous, to take in all re- 
search that is carried on continu- 
ously as routine policy and from 
which definite worthwhile results 
are not to be predicted on any spe- 
cific date. 


The latter, continuous research, | 


is usually the kind that brings the 
biggest results in the 
time, but is the most difficult to 
“sell” to the local draft board. 

By breaking down the various 
projects into these easily under- 
standable categories, the publica- 
tion points out, the draft board is 
enabled to understand better the 
value of research men to the war 
effort. 


As an example of how industrial 
distributors are helping to solve the 
shortage problem, “Mill Supplies” 
for March tells of one house in 
Massachusetts, following the pub- 
lication’s suggestion, which has just 
issued its second list of surplus 
stocks lying in the store rooms of 
plants in its territory. The list 
comprises 50 pages and includes 
many critical items which are no 


longer needed by the companies 
which hold them, but which would 
be of great assistance to many 
other manufacturers. This plan of 


redistributing idle materials is 
growing among industrial distribu- 
tors and is looked upon by Wash- 
ington as an outstanding service to 
the war production program. 

oe * 

Cleaning shrimp, mechanically, 
long considered impracticable by 
canners, is now economically per- 
formed by a machine described in 
the March issue of Machine Design. 
In the mass production operation, 
shrimp in the shell are fed through 
slots between two diagonally- 
grooved belts which carry them in 
position over a circular saw which 
completely removes the alimen- 
tary canal of the shrimp, hereto- 
fore one of the tedious jobs of the 
hand method. 

* * 

The ever widening use of plastics 
how includes many applications de- 
signed for special service during 
wartime, Modern Plastics for March 


THERE’S NOT ANOTHER 
LIKE IT! 


The area with the largest 
spendable income in the 
nation 
reached effectively by 
Southern New England's 
foremost station 


WEED & COMPANY 
Ch cago, Detroit, Son Francisco 


course of) 


lose-acetate coated wire screening 
which may be tacked across win- 
dows to serve as a_ protection 
against flying glass during an air 
raid. Similar screens are being used 
around departments in powder 
plants as a protection against minor 
explosions. 
* cS ob 

Employes are moving from job to 
job more freely than usual, The 
Progressive Grocer for March points 
out, quoting Department of Labor 


'reports which show that the pro- 
portion of workers who voluntarily 
quit their jobs is almost twice the 
normal rate. The probable reasons 
for this trend are jobs offering 
higher pay and better working con- 
ditions, and it is suggested in the 
article that management take spe- 
cial care to keep workers contented. 


McLean Gets New Post 


John T. McLean, a member of 
the range advertising section of the 
merchandising division of the 
Westinghouse Electric & Mfg. Com- 
pany, Mansfield, O., has been trans- 
ferred to the company’s general ad- 
vertising department in Pittsburgh. 
He joined Westinghouse in De- 
cember, 1940, after two years in 
the advertising department of the 
Mansfield News-Journal. 


| Arthur Rosenberg, president of 
|Arthur Rosenberg Company, New 
York, has been named chairman of 
the committee on public relations 
and research of the American Busi- 
ness Congress, New York. 


Lawton Joins KPO 


Donald M. Lawton, formerly an 
account executive with Botsford, 
Constantine & Gardner, San Fran- 
cisco, has been named sales promo- 
tion manager of KPO, NBC San 
Francisco outlet. 


To Carter, Jones, Taylor 

The Federal Press Company, Elk- 
hart, Ind., has appointed Carter, 
Jones and Taylor, South Bend, Ind., 
to handle its advertising. 


‘Heads Public Relations Name Mid-South Dailies 


Tennessee Press and Chronicle, 
Johnson City, Tenn., and Daily 
Banner, Cleveland, Tenn., have 
named Mid-South Dailies, Mem- 
phis, as their national representa- 
tive, effective April 1. 


Publishes “Topics” 

Texas State Topics is the title of 
a new monthly publication brought 
out by E. A. Vaughn, advertising 
and public relations man of Dal- 
las, Tex. 


Wheary Raises Tate 

Arthur C. Tate, general sales 
manager of the Wheary Trunk 
Company, Racine, Wis., has been 
elected vice-president of the com- 


| pany. 
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You'll find top advertising 


minds cutting out paper dolls today. 


It's profitable! 


It's simple!-- 


1. Get a little beauty like Betty. 


Betty represents the rich Philadelphia 


market, where effective coverage is a 


problem of direction. 


Because Phila-— 


delphia’s 20-county market forms an 


area nearly twice as long as it’s wide. 


2. Get a dress that fits Betty per- 


fectly. This is KYW, whose directional 


antenna gives you Primary coverage 


of 1,289.000 radio families-—-the entire 


Philadelphia trading area. 


KDKA KYW 


a 50,000-watt, Red 


Network station. 


The rest is simple as ABCD: 


Just ask NBC Spot Sales about the 


advantages of tailored coverage--with 


Yt 


PHILADELPHIA 


$0,000 Watts 


WESTINGHOUSE RADIO STATIONS Inc 
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Ad Council Names 
Executive Body, 


Vice-Chairman 


New York, March 24.—To facili- 
tate rapid policy decisions on its 
war activities, the Advertising 
Council yesterday created = an 
executive committee and added one 
new post to its roster of elected 
officials. 

Officers serving the Council for 
the coming year are: Chairman of 
the board, Chester J. La Roche, 
chairman of the board, Young & 
Rubicam; vice-chairman, a newly- 
created post, Harold B. Thomas, 
president, The Centaur Company; 
secretary, Paul West, president of 
the Association of National Adver- 
tisers; and treasurer, Frederic R. 
Gamble, managing director of the 
American Association of Advertis- 
ing Agencies. 

Dr. Miller McClintock will con- 
tinue to serve as executive director, 
in charge of operations in both New 
York and Washington. 

Named to the executive commit- 
tee, which will control the Coun- 
cil’s affairs between board meetings 
are: 

Mr. La Roche; Mr. Thomas; 
James W. Young, senior consultant, 
J. Walter Thompson Company; 
Charles G. Mortimer, vice-presi- 
dent, General Foods Sales Com- 
pany; Paul Kesten, vice-president, 
Columbia Broadcasting System; 
William G. Chandler, member of 
the advisory committee of Scripps- 
Howard Newspapers; Albert E. 
Winger, executive’ vice-president, 
Crowell-Collier Publishing Com- 
pany, and Kerwin H. Fulton, presi- 
dent, Outdoor Advertising, Inc. 

The board also adopted a by-law 
which automatically places any 
other Council member attending an 
executive committee meeting on 
the committee. Thus 
members and others able to meet 
with the group will have an official 
voice in committee actions. 


Continuing Consumer Study 


to Be Given to ‘AA’ Readers 


out-of-town | 


"'Liberty''—Crossley 
Study Findings to Be 
Presented Regularly 


By EVERETT R. SMITH 


That a vast reservoir of informa- 
tion on consumer buying habits and 
consumption patterns will be made 
available through the new Liberty- 
Crossley Continuing Consumption 


| tervals, significant material devel- | 
in the study will be made} 


Index is already apparent from a| 


review of the first four weeks of 
operation of the Index. Prelimi- 
nary figures justify the belief that 
basic marketing and sales data, re- 
flecting particularly the impact of 
war conditions and restrictions on 
consumer habits, will provide ma- 
terial of real interest for agencies 
and many advertisers. 

Records for this first four-week 
period, covering a_ representative 
section of families in one large city, 
indicate the development of infor- 
mation on brand loyalty and fre- 
quency of product use which has 
never been available before, and 
which will become __ increasingly 
valuable as the Index moves on 
and expands its operation to wider 
fields. 

As the program develops, the 
Index will begin to supply the an- 
swers to many questions of increas- 
ingly serious import to advertisers, 
with particular emphasis on trends 
fostered by war conditions, includ- 
ing such things as price changes, 
changes in container types and 
sizes, and changes resulting from 
searcities; shifts in incomes and 
employment and occupation; 
changes in buying habits resulting 
from decreased use of automobiles; 
and a multitude of other results of 


°F 


the war economy already begun oe 


- 4 


i 


Mas 


~ 


e certainly threw 
a Natural... 


but .. .as far back as two years ago, 
when MOTOR ACE dedicated its edi- 
torial policy 100°, to service, it didn’t 


require dice to tell alert students of mer- 


chandising that the automotive after- 


market future was in service. 


magazine, 


MOTOR — 
AGE 


How right MOTOR AGE was, is indi- 
cated by the fact that it gained 20.18°; 
in advertising pages and 85°; in dollar 
volume, in 1941, as an “all-out” service 


It’s the “natural” for today. 


A CHILTON Publication. ru) Chestnut & 56th Sts., Phila., Pa. 


not yet foreseen. 


oped 
available through 
ADVERTISING AGE. 


the columns of 


How the Study Operates 


Developed after a year of testing 
by Crossley, Inc., the Liberty- 
Crossley Continuing Consumption 
Index is based upon a unique and 
effective method of collecting all 
containers, wrappers, etc., as prod- 
ucts are actually consumed in the 
home. The family puts all such 
material into special receptacles in 
the bathroom and_ kitchen, and 
these receptacles are emptied and 
their contents recorded weekly for 
each home by the Crossley staff. 

After the preliminary tests were 
completed, Liberty offered to spon- 
sor this new Crossley, Inc., investi- 
gation. The study is now well 
under way in one Eastern city, and 
other cities in different sections of 
the country will be added as 
rapidly as possible until a continu- 
ing investigation is established. 
Along with the consumption index 
there is also being developed a new 
kind of reporting on magazines, 
which will show the continuing or 
shifting presence of magazines and 
of specific issues in the home. 

The first report, based upon col- 
lections of four successive weeks 
for identical families in the city of 
Syracuse, indicates how figures on 
consistency in brand use may apply 
to some of the advertiser’s ques- 
tions as the study progresses. For 
example: 

If it develops (as 
by these preliminary figures) 
that less than one-third of the 
families confine themselves to a 
single brand of canned _ soup, 
and that some homes are now 
using as many as six different 
brands, what will happen if 
packaging changes are forced on 
the industry, or in case of any 
extended shift to soup 
trates? 

—How will the sugar situa- 
tion affect the soft drink busi- 
ness, where first test figures in- 
dicate that 70 per cent of the 
families confine themselves to a 
single brand (as compared to a 


indicated 


figure of only 55 per cent for 
brand loyalty in the’ coffee 
field)? 

—Is anything likely to upset 
the rather fixed preference for 
using a single brand of razor 


blade, reported in early figures 

at 75 per cent? 

What may packaging 
changes do to a 48 per cent 
brand single-mindedness in the 
field of soap flakes, chips and 
granules? 

The accuracy of the answers of 
course depends on the effectiveness 
of the method and its thorough- 
ness. 

Salvage Spurs Cooperation 


In the first place, experience in 


the tests and in the current actual 
operation has shown that the re- 
luctance or refusal of the house- 


wife and her family to cooperate 
in the Crossley plan is almost neg- 
ligible. The receptacles were de- 
veloped after consultation and ex- 
periment with many housewives, by 
which a type of receptacle and 
method of handling were developed 
which have proven very acceptable 
and desirable. 

Most people are eager to cooper- 
ate with the movement to salvage 
all useful materials; and the house- 
wife is delighted to have a simple 
means, involving no labor or bother 
on her part, by which she is as- 
sured that all wrappings, cartons, 
tubes, cans, etc. will be salvaged 
and turned over to the proper gov- 
ernmental collection agency 


Report on Many Products 


Experience to date has shown 
that the family will put into these 
receptacles wrappers and contain- 
ers of all sorts from products used 
by anyone in the household. Fol- 


concen- | : 
| dentifrices, 


At periodic in-| lowing is a partial list of the types | 


of products recorded during the 
first four weeks of operation in 
Syracuse homes: 
Canned vegetables, 
crackers and cookies, paper products 
(including paper towels, paper nap- 
kins, cleansing tissues, etc.), gelatines 


canned fruits, 


and puddings, canned soups, fruit 
juices, vegetable juices, flavors, sea- 
sonings, cereals of all types, flour, 
canned meats and fish, toilet soaps, 
laundry soap of the various types, 
coffee, shortening, cleansers and 
scouring agents, spaghetti, macaroni, | 
olives, pickles, frozen foods, sugar, 

[Editor’s Note: With this issue 


ADVERTISING AGE begins the presen- 
tation of periodic reports covering 
significant data unearthed in the 
Liberty-Crossley Continuing Con- 
sumer Index, a new service for ad- 
vertisers and agencies which has 
already begun operation in Syra- 


cuse and will shortly be extended | 


to other cities. 


The Index is an actual measure- 
ment of the consumption of food, 
kitchen and bathroom products in 
a carefully selected cross-section of 
urban families. It is not an opin- 
ion or a recall check, nor an “inven- 
tory.” Its figures are gathered by 
arranging for the 
weekly intervals of labels, wrap- 
pings, containers, etc., of food, 
kitchen and bathroom products di- 
rect from the selected homes. 

This Index is expected to yield a 
wealth of data on family consump- 
tion habits, and should be especially 
valuable in indicating important 
changes in the public’s buying and 
consuming habits as these are in- 
fluenced by wartime 
ADVERTISING AGE has arranged with 


Everett R. Smith, director of mar-| 


keting and research for Macfadden 
Publications, with whose coopera- 
tion and advice the study is being 
conducted, to present interpretive 
analyses of its more significant 
findings at periodic intervals. | 


dried 
items 
baby 

laxatives 
deodorants, 
disinfectants, 
and 
ale and 
corned beef: cosmetics, 
baking powder, yeast, molasses, silver 
polish and floor wax, ink, films, shoe 
polish; sanitary napkins, ointments, 
jellies and salves; shaving prepara 
food beverages, milk, 


etc., ete 

There are additional 
which will not be reported on until 
further study has provided oppor- 
tunity for adequate checks. 
luctance on the part of the house- 


creams and lotions, 
fruits and vegetables, manicure 
soft drinks, razor blades, 
foods, hair preparations, 
and other medications, 
headache remedies, 

and 
spreads 


tea, 


bandages plasters, cheese 


cheese cold remedies, 


beer; sausages, 


tions canned 


wife to reveal use of some types of | 


commodities, which had been an- 
ticipated as a _ possibility, has not 
seemed to develop as is indicated 
by some of the items listed above. 
Brand Loyalty 

On the vast variety of products 
which are being completely re- 
ported, there is developing the an- 
swer to one of the advertiser’s most 
serious questions—How faithful are 


his customers to his brand and how | 


much of it do they use and how 
often? 
This is particularly the case 


where a few nationally advertised 
brands account for the great bulk 
of the market. It is difficult to in- 
crease the individual brand’s share 
of the market against competing 
brands. And except for the intro- 
duction of new uses and the like, 
the total number of users of the 
product is apt to grow slowly. 

But one of the main purposes of 
advertising, with its allied sales 
and promotion activities, is to in- 
crease the volume and frequency 
of consumption by the present 


users. This has hitherto been hard 
to measure. 
The new Liberty-Crossley Con- 


tinuous Consumption Index (“C. C. 
I.” for short) gives the answer to 
that. For example, if a family, 
during an eight-week period, uses 
four packages of brand A and four 
of brand B, and then in a subse- 


collection § at} 


conditions. | 


products 


Re- | 


| quent eight-week period is found 
to have used seven of brand A and 
three of brand B, something js 
happening highly favorable it, 
| brand A, both in preference and jn 
increase of volume used by that 
family. 
How Products Stand 


| Preliminary figures from the first 
| city over a four-week period shoy 
|some very interesting facts (as 
| noted earlier in this report) in re- 
|gard to the proportion of use; 
homes which are loyal to a single 
| brand, as compared to what may 


| be called multi-brand homes. For 
|}example, the preliminary figure 
| (which should not be taken to 


seriously until the sample has bee; 

|'expanded) show 34 per cent of the 
homes using toilet soaps as single 
brand homes; whereas in the casi 
of laundry soap (in flakes, chip 
and granules), 48.4 per cent of th: 
using homes are loyal to and uss 
only one brand. 

In the case of canned soups, 31.: 
per cent of the homes were loya 
to one single brand, but a slightly 
larger percentage used two brands 
and in some homes used container: 
were produced for as many as six 
distinct brands. 

Only 55.3 per cent of the. home 
are loyal to a single brand of coffee 
| whereas 70.6 per cent of the home 
using soft drinks confine them- 
selves to a single brand; 75 pe 
cent of the homes are loyal to a 
single brand of razor blades, and 
only 25 per cent produced a variety 
of brands. 

This first sample shows very 
definite brand loyalty in the field 
of cleansing and scouring agents. 
with more than 60 per cent of the 
homes loyal to a single brand. The 
remainder all confined themselves: 
to two brands, with the exception 
of one single home which had three 

Dentifrices showed almost a simi- 
lar picture, which may be surpris- 
ing to those who still think that 
each member of the family has his 
own personal preference. 


Why “Consumption” 

| “Both the bathroom and pantry 
| inventory method, and the record- 
i ae of purchases are likely to be 
misleading in times like these,” 
says Archibald Crossley, president 
of Crossley, Inc., in explaining the 
reasoning behind the new Index. 
“The list of products covered is far 
more extensive than would be pos- 
sible in such studies as the old 
Crossley Continuous Consumer In- 
dex, which depended upon a non- 
repeating interview with the house- 
wife as to her purchases during the 
preceding week. The matter of 
fatigue alone, aside from memory, 
would never permit such an ex- 
tended listing of products. 

“At the same time, an inventory 
is particularly tricky now in addi- 
tion to its inherent faults of regis- 
tering products long on hand but 
not being used. 

“On the other hand, the removal 
of the wrapper or can_ indicates 
actual consumption. The tomato 
ketchup is recorded when the bot- 
tle is emptied and thrown out; the 
tooth brush and razor blade are 
recorded when they are discarded 
after use; toilet tissue is recorded 
when the wrapper is torn off and 
thrown away as the tissue is put !n 
/use. In other words, it is a record 
of actual consumption.” 

The data secured will be broxen 


—— 


“Ah ain't skeered o° no bad luck 
Ah done got mah draft numbas |"0™ 
W FDP, Flint, Michigan.” 
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ADVERTISING AGE 


aati’ Sab 


specified mumber of preceding 
I T a %4 issues. 
BRAND LOYALTY There have been many studies 


[As indicated by preliminary fig- reporting the presence of current 
ures covering four weeks of opera-| or recent issues of magazines in the 
tion of the Liberty-Crossley Con-| home at a given time. But the 
tinuing Consumer Index in Syra- | unique and important factor of this 
cuse, N. Y.] study is that for each home it will 

2A Cf . report the presence of magazines 

347% of toilet - a Paya cesstggincaaed a factually and regularly as the 

only one brand; 66 per cent reporting of product consumption. 

4% of leundry | brands. The magazines will be reported 

48.400 of laundry soap users 


. “only as personally seen and the 
(flakes, chips and granules) issue dates recorded by the collec- 
use one brand 


tor-interviewer. 


of most usefulness to 
and advertising agencies, the extent 
to which the information derived 
from the study will be published 
generally, to what degree specific 
brand information will 
available to individual 
on request, etc. 

Many of the most important and 
significant results of this Liberty- 
Crossley C.C.I. will be made avail- 
able periodically through the col- 
umns of ADVERTISING AGE. 


companies 


Nutritional Values 
Stressed in Dole Copy 


The nutritional contributions of 
Hawaiian pineapple juice to the 
diets of various age groups are 


presented in a Dole Hawaiian Pine- 
apple Company color page sched- 
uled for April and May issues of 
an impressive list of magazines in- 
cluding Family Circle, Good House- 
keeping, Ladies’ Home _ Journal, 
Life, McCall’s, and The Saturday 


| Evening Post. 


31.3% of canned soap users It may eventually be decided to 
use one brand: a slightly experiment with parallels between 
larger percentage uses two magazines on hand and product 
brands; in some cases as | ¥S5¢, but it is not felt at present 
: that it is desirable to attempt this, 

— oS brands were or at least to draw many specific | 
: found. conclusions from it because of the 
55.30 of coffee users use one presence of so many other active 
brand. factors. 

70.6% of soft drink consum- The magazine reports will, like) 
ers use only one brand. the product consumption reports, 
60% of homes are loyal toa be analyzed by income groups, 
single brand of cleansing composition of family and other 
and scouring agents; the re- factors. It will be possible now, | 


|as a result of this type of report- 
: ing, to analyze by the various 
ception, use two brands. 'breakdowns such things as con- 
00% of families use only one | tinued presence of the same issue 

brand of dentifrice. |of the same magazine, recurrence 
,of the same magazines but different 
| issues, variations in magazines on 


mainder, with a single ex- 


| sumer magazines. 


The copy marks the first presen- 
tation of the nutritional qualities 
of Dole Pineapple Juice in con- 
The story, how- 
ever, has been told consistently 
during the last year through the 
Journal of the A. M. A., Medical 
Economics, R. N., Journal of the 
American Dietetic Assn., and What's 
New in Home Economics. N. W. 


advertisers | 


be made} 


OPENER 


| ‘McKesson First 


Aid Book Readied 


| New York, March 26.—McKesson 
| & Robbins, Inc., has begun distri- 
| bution of the 24th edition of its 
| booklet, “First Aid in Emergen- 
cies,” which has received more 
| than 19 million circulation since it 
| was introduced in 1930. 
Full page advertisements on the 
booklets in drug trade business 
~ a a | papers tie in with the increased in- 


“FIX EM UP... 
MAKE ’EM DO!” 


...4s motto as Electrical Dealers 
join Service Plan to 


keep old appliances on the job 


we —s terest in first aid due to the war. 
> Rs —— Up to 300 copies, imprinted with 
-s ~— = ede: | the local retailer’s name, are of- 


| fered free to druggists with pur- 
chases of from $100 to $250 of Mc- 
Kesson & Robbins products, while 
| additional imprinted copies are sold 
|to the trade at a flat price of 2% 


ELECTRICAL ASSOCIATION 2% . 


With this 1,200-line advertisement in 
dailies, plus smaller copy in suburban 
newspapers in the area, Electrical As- cents 

sociation of Philadelphia opened _* The 96 pages of the booklet are 
campaign to promote appliance service. | devoted almost equally to educa- 
Approved dealers are listed at the bot- pre Pisa ~~ ie bos xy 
Sem. The dive te te continue tate dune. | ional mater ial and informative ad- 
vertising on the manufacturer’s 
products. The back cover is de- 
| voted to institutional copy on be- 
half of druggists. 


Adds Insurance Account 
Advertising of National Accident 
and Health Week, March 23-28, 
will be handled by Frank Kiernan 
& Co., New York. Advertising will 
be confined to insurance trade pub- | 


“Purchasing” Joins ABC 


Purchasing, New York, has joined 


ee =e gine Ayer & Son is the agency. | lications and window displays. the Audit Bureau of Circulations 
down by income levels and other| hand from one week to the next,|_~ : sit 1 
™ characteristics and classifications of | duplication of magazines on hand 
>) families, and will develop timely at a given time or over a period, 
a and vital information on the effect) and changes in magazines on hand 
id of wartime conditions on consump- at different times. It is expected K } 
ty tion and frequency of use. The! that there will be developed a great } 
: changing economy of the country! qeal of new and significant  in- | 
ry under wartime conditions is al- formation on magazines from this WY, Ze 
ld 4 ready bringing about changes in| new kind of reporting. ‘, By 
ts, 3 consumption habits about which : 
he | there has been much anxious specu- Nation-wide Reports Va 
he { lation. Says Mr. Crossley: Expansion of the Index to other 
TAS “iti . Aer . > . a ic >} J 
€ Shifts in Income cities across the country is being 
on { A ; _ worked out and will probably be- 
pe “We don’t know in detail at this gin early in April. Because of the 
ni- } time what is going to happen, but! intensive and continuing form of < 
is- we do know rather definitely that the operation, it will not be possible 
rat people who have had large incomes | presently to expand it to cover all - 
hi | to spend will find their general population groups. The current 
19 purchasing power cut seriously, and plan is, rather, to adopt the pro- 
a vast group who have had smaller | cedure used so satisfactorily in the 


incomes will have tremendously in-| yy. s Trial Census of Distribution, 


~ ac 2ehaci , - So | ‘ eau ‘ 
creased purchasing power. This! which covered a group of cities in 


rd- } study should make it possible to re-| various areas, of between 100,000 
be port currently what is going on in| anq 1,000,000 population. That 
se,” consumption along with changes in| censys supplied a mass of valuable 
lent — buying power. ; information by comparing one city 
the : Through this simple technique, with another, showing parallels and 
lex particularly applicable to the needs | contrasts. It did not attempt to 
far of the advertiser and agency in| provide detailed data for a large 
00S- wartime, it will also be possible to| p»ymber of localities or to cover all 
old see very quickly what substitute) population groups. It is believed 
In- containers or substitute products that, similarly, an important job on 
— are getting over and where, by the| consumption studies within one 
use- expedient of an accurate and con-| major population group can be done 16 
' the tinuing recording of the containers) with the same use of comparisons 
of and wrappers of used _ products, and contrasts. 
ory, classified according to the different That type of procedure as to 
ex- tabulations of the using families.) nitiac ic ¢ ‘ ; ° 
cities is to be followed in general 
ia A New Study of Magazines for the present. The reports for HAVE MacPHAIL SEND ANOTHER 
ie the cities in the various areas o 
iddi- A new and significant kind of|the country should be significant SECTION OF BLEACHERS 
egis- magazine study is also made pos-| .nq valuable. 
but satel elige ee age Pog oe nl As to the families checked, it is Not the least of Mr. Diggs’ troubles is his radio advertising in 
ossley 4 OF & 4 > Ss r oO . ¢ 
’ _# planned at present to operate for the Great Northeast. Mr. Diggs manages Del 
‘ t e¢ . ;' ; ectabl 
r0val continuing product consumption, | eight successive weeks with a given bes & e Foods, Inc., 
cates there can be reported the consist-| cross-section group, then to move and he sees a valuable market in the prosperous farm-homes of 
= a4 = a, of - ygeeneas on to another section. After a per- the region and in such humming industrial cities as Albany, Sche- 
ot- eek after week in the same) ; " wer i ; : ' . 
thes mee iod the operation will be returned | nectady, Troy, Utica, Binghamton, Poughkeepsie, Kingston, Pitts- 
’ . ._ | to the same group of families for ‘ ai 
» are At the request of Liberty there is| another eight-week period. So the field, Burlington. 
al a — po eet oe each Pago | each| study will give the continuing con- Mr. Diggs believes strongly in selling by radio. But there are so 
orae me na issues oO any oO some! . : P _ ¢ swe ¢ slew . . P 
: and 13 leading magazines are in that sumption pattern of a given family many stations! So much business to take care of! Station representa- 
: eee ““| for an eight-week period, and will , : : 
yut in home that week and available for| subsequently develop during the tives form a conga line to his door. 
-ecord cag nen poe soe — aoe ony second eight-week report any Coming onto the scene, one station representative says: 
me issue currently on sale, ul a! oh: sec » hahite ¢ P ly . . . 
— a , awe pec aoe of that family The solution is easy. You could cover the entire market of Eastern 
micn ay a ar. . ° 
; ue and Central New York and Western New England with just one 
= Committee Helps station—WGY. WGY can do all of the job and do it well, because 
y While fast turnover items will it is 
| usually show up in the form of — 000 . 
7 | used packages, wrappers, contain- *& the nation’s first 50, -watt station, 
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ers, etc., within a week or two, there | 
are many items which would not 
show up in three weeks or longer. 
However, within the eight-week 
period most consumable items will 


| appear. 


A number of sales and market- 
ing executives of important adver- 
tisers and agencies in New York 
and Chicago, who are keenly inter- 
ested in the potentials of this study, 
are working with Crossley, Inc., in| 
reference to many of the problems 
which have arisen and in regard to} 
the use of the results. They are| 
being consulted on the program for 
the expansion of the Index, the 
forms in which the specific tables, 
analyses and cross-analyses will be 


GENERAL @ ELECTRIC 


WGY 


50,000 WATTS 
SCHENECTADY, N. Y. 


% the area's only 50,000-watt station, 
% the area's only NBC Red station, 
% the area's only 20-year veteran. 
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_ PAINLESS 


Modern dentistry docsn't hurt 


We know you dread it. You needn't. Modern dentistry doesn't 
hurt. Folks only think that it does. The thought is a relic. Fish 
wives and story tellers keep the tale in motion. It strikes a sympa- 
thetic shiver everywhere. It is scarcely ever true. Thousands of 
folks st in dental chairs every day with but little more discomfort 
than if they'd sit in that same chair to read and think. The 
reason it doesn't hurt is your dentist is so skillful. He Anows what 
he is doing. He spent tense, earnest years with scholarly men, in 
modern colleges to learn it. His’ fingers are sensitive, gentle, so 
competent. You needn't fear. He will help you so much. 


"Buy the deatisirg gou nerd and pag MONTHL) Y 


4 vd 
Owrre pOERS, AAAE- 


Typical of a new series for a Chicago 

loan agency, Smiles, Inc., is this 150-line 

newspaper copy emphasizing the im- 

portance of prompt dental care—and 

the humaneness of dentists themselves. 

Oren Arbogust, Advertising, handles the 
unique copy. 


Office Machinery 
Under Priorities 


Purchases, sales and rentals of 
13 classes of office machinery have 
been ordered stopped by the War 
Production Board except for deliv- 
ery to holders of preference ratings 
of A-9 or higher. The order is 
temporary and will be replaced by 
a general production and distribu- 
tion program for the entire indus- 
try. 

The order covers accounting, 
bookkeeping, adding, addressing, 
billing, calculating, dictating, dupli- 
cating, shorthand writing, tabu- 
lating and time recording machines, 


and inter - office communication 
systems and wide-carriage type- 
writers for statistical work. 
Staley Joins WPB 

A. E. Staley, president of A. E. 


Staley Mfg. Company, Decatur, IIL, 
has been named chief of a newly- 
created corn products section in the 
Food Supply Branch, War Produc- 
tion Board. 


Prompt Dental Care 
Urged in Campaign 
by ‘Smiles, Inc.’ 


March 25.—Coining a 
new company name, Smiles, Inc., 
for its advertising voice, Dental 
Finance Company, recently formed 
Chicago loan agency, has launched 
a campaign aimed at overcoming 
the average person’s aversion to the 
dentist chair. 

Copy which started to appear 
last week on a four-times-a-week 
basis in the Chicago Daily News ap- 
proaches the problem of dental care 
with an almost completely altru- 
istic view. Treating the subject 
from the layman’s side of the pic- 
ture, it attempts to show the public 
what dentistry can do and how im- 
portant it sometimes is to get care 
immediately. Dental Finance lends 
money to people who want to pay 
for dental work on the instalment 
plan, but selling copy is entirely 
absent from its advertisements and 


Chicago, 


no address is given for Smiles, Inc. | 


Its main message to people is to 
stop procrastinating and go to their 
dentists at once for advice and 
necessary care. The ads, measur- 
ing 75 lines on two columns, fea- 
ture Mahrea Cramer illustrations. 

Appearance of the initial adver- 
tisements brought scores of in- 
quiries and commendation from 
Chicago dentists who approved the 
non-technical, profession-wide copy 
and who cannot advertise individu- 


ally. The name, Smiles, and each 
individual advertisement of the 
series have been copyrighted. Ex- 
tension of the drive to other local 


media will be considered after full 
reaction to the present 
known. Oren Arbogust, 
ing, directs the account. 


series is 


Advertis- 


Honors Employes 


Employes of the Republic & 
Gazette, Phoenix, Ariz., and allied 
companies, attended a recent 


luncheon program at which service 
pins were awarded employes of 
long standing and names of 38 
employes now in the services were 
enrolled on a large shield. 


WorcESTER 
Industrial 
Wages 

Averaged . 


$41.85 | 
WEEKLY 


Ss 


For January 1942 


SLACK BOF S1VOIOS. NY. 


This is an all-time high, and exceeds by 25.5 per cent the 
figure for January 1941. The figures for the entire year 
1941 still further attest the solid prosperity of this great 
industrial market in the heart of New England. 


Average Industrial Wage — Year of 1941 


Source: U. S. Dept. of Labor and Massachusetts Dept. of Labor & Industries 


WORCESTER 
$36.75 


Worcester exceeded the U. 


U. S. 
$30.94 


This increasingly active market is covered by The Telegram-Gazette 
alone. Population: City 193,694. City and Retail Zone 440,770. 
Telegram-Gazette circulation: more than 134,000 daily. 


th TELEGRAM -GAZETTE 


WORCESTER MASSACHUSETTS 


- Georce F. Boorn, P. 
_OCK amd ASSOCIATES, NATIO 


- OWNERS of RADIO STATION WTAG 


S. average by 18.8 per cent 


Getting Personal : 


John Hoaglund, who used to sell for the Blue Network before he 


started working for Uncle Sam, 


is now flying through the blue, 


having recently been appointed cadet captain in the air corps training 


detachment at Douglas, Ga. . 


. Horace Hagedorn, WEAF salesman, is 


the proud pappy of a new baby boy, his first offspring. His wife, the 


WELL, WHAT DO YOU THINK? 


Slacks for women draw the scrutiny, if not approbation, 
of St. Louis Ad Clubbers Ray Maxwell (left) and W. G. 
Myers, in a preview of last week's Ladies’ Day program 
of the club in cooperation with the Fashion Group of 
St. Louis. They called it “Fashions That Men Like.” 


former Peggy 
O’Keefe, was a 
CBS secretary be- 
fore her mar- 
riage. .. 

Abbott Kimball, 
agency head, and 
Louis Ruppel, 
CBS publicity di- 
rector, are all set 
to do their bit for 
the Boy Scout 


Foundation of 
Greater New 
York; the former 


as chairman of the 
advertising group, 
the latter as mem- 
ber of the execu- 
tive board. 

Roy N. Emmett, 
publisher of the 
Standard, Cedar- 
town, Ga., has 
been named presi- 
dent of the Com- 
mercial Bank, 
Cedartown... 
J. M. Blalock, g.m. 
of the State, Co- 


lumbia, S. C., heads the Columbia Merchants Association. . . 


Marjorie W. Bian, of 


the advertising 


staff of the Herald-News, 


Fall River, Mass., has returned to her duties, fully recovered from 


an appendectomy. 
Republican - American, Water- 
bury, Conn., was recently hon- 
ored at a staff party celebrating 
his 25 years as a Waterbury 
newspaperman. On St. Pat- 
rick’s Day Leslie W. Joy, g.m. of 
KYW, Philadelphia, celebrated 
his 17th year in the broadcasting 
business. Joy started in 1925 
with WEAF, when that station 
was owned by AT&T... 

Mark H. Kerschensteiner, Jr., 
son of the secretary of W. D. 
Hoard & Sons Company, pub- 
lisher of Hoard’s Dairyman, Fort 
Atkinson, Wis., has enlisted in 
the United States Marine Corps 


reserve. Mark, Sr., can prob- 
ably tell the new leatherneck 
about his experiences in the 


U. S. Naval Reserve 
World War lI... 

Jimmy James, Blue Network 
promotion director, won't be 
caught short if gasoline and tire 
rationing forces him to stop 
motoring. During a recent vaca- 
tion in Palm Beach he kept in 
condition with his three-speed 
English model bicycle—on which 
he feels equally at ease in Man- 
hattan. .. 

Frank E. Mullen, exec. v.-p. of 
NBC, will serve as host to sev- 
eral hundred advertising, radio, 
and press people when NBC 
celebrates H. V. Kaltenborn’s 
20th anniversary on the air 
March 28 at the Harvard Club... 

Graham Patterson, 


Force in 


. E. Robert Stevenson, 


editor-in-chief of the 


FOR THE DURATION 


Come what may, Jimmy James, Blue 
network promotion mgr., has his personal 
transportation figured out. 


publisher of Farm Journal & Farmer's Wife, 


Philadelphia, is serving as seal sale chairman for the Philadelphia 


Society for Crippled Children’s campaign. 


LUNCH ON THE JOB 


Emil Brisacher, San Francisco advertising agency presi- 
dent, and Ettore Firenze, art director, demonstrate Mr. 
Brisacher's suggestion that executives dine at least occa- 
sionally at their desks and save vital time these days. 
“We can't complain about politicians maintaining politics 


as usual,” said Mr. Brisacher, 


“unless executives 
abolish an-hour-and-a-half-for-lunch-as-usual.” 


Wes Gilman, N. W. Ayer 
V.-p., is serving as 


campaign treas- 
urer. . . Frank G. 
Barhydt, = promo- 


tion and publicity 
director of KMBC, 
Kansas City, is the 


father of a nine- 
pound, nine-ounce 
boy, Frank Wat- 


son Barhydt. 
Celebrating 
their 75th birth- 
day this month 
are two Texas 
newspaperme n. 
They are twins, 
George L. Inglish, 
a newspaperman 
for 55 years and 
editor and_ pub- 
lisher of the 
Stamford Leader 
since 1913, and 
Charles R. Inglish 
of the Bonham 
Daily Favorite. . . 


first 


Harold Patterson, of the Chicago sales staff of American Magazine, 
slipped on one of the last icy spots of winter and fractured his left 


arm. 
handicap. . 


He is continuing his quest for the elusive order in spite of the 
. Art Collins, of the Chicago staff of Collier's, is groom- 


ing his oldest son for training to become an ensign, between visits to 
his next, who was stricken with pneumonia at Beloit, Wis. . . 


Monopoly in Ad 
Film Field Is 
New FTC Charge 


Washington, D. C., March 24. 
Five producers, two booking agen- 
cies and a trade association, all 
the commercial film field, were 
charged by the Federal Trade Com- 
mission today with carrying out 
agreements and conspiracies t) 
suppress competition and create 
monopoly in the sale, lease and 
rental of advertising films. 

Named in the complaint are the 
Motion Picture Advertising Servic 
Company, New Orleans; Unite: 
Film Ad Service, Kansas City; Ray 
Bell Films, St. Paul; Alexande 
Film Company, Colorado Spring: 
|A. V. Cauger Service, Indepen 
dence, Mo., producers and distribu 
' tors; Screen Broadcast Corporation, 
|New York, and General Screen 
| Advertising, Chicago, agencies; and 
the Association of Advertising Filn 
Companies, which FTC alleges wa 
organized by the distributors t) 
handle cooperative advertisinz 
films and programs. 

Individuals named include Alber 
E. Fair, president of Screen Broad- 
cast; J. D. Alexander, president o! 
Alexander Film Company = =§ and 
chairman of the board of Gener: 
Screen Advertising; and C. J 
Mabry, vice-president and _ treas 
urer of Motion Picture Advertising 
Service and secretary of the asso 
ciation. 

The five distributors, according to 
FTC, control about 90 per cent ot! 


the business in their industry. The 
®,000 theaters recognized as good 


prospects for advertising films are 
under contract with them. Dis- 
tributors entered into exclusive 
contracts with theater owners, 
| usually for five years, and eithe: 
directly or through the booking 
agencies fixed rates to be paid by 
manufacturers for the privilege of 
getting pictures exhibited. 

The organization in 1938 of the 
trade association, and the adoption 
of a code of rules for dealing with 
manufacturers, was one of the 
“concerted actions” taken by the 
respondents against which FTC 
complained. FTC alleges further 
that the two booking agencies split 
up the country. Screen Broadcast 
Corporation contracted in 1939 to 
serve as exclusive national sales 
representative for Motional Picture 
Advertising Service Company and 
United Film <Ad_ Service. The 
agency was granted, according to 
FTC, sole right to sell national 
advertisers in the so-called North- 
eastern territory, east of Ohio, 
north of Virginia and_ including 
part of Michigan. The other book- 
ing agency made a similar arrange- 
ment with the other three distribu- 
tors to handle business throughout 
the country except for the territory 
allotted to its competitor. 


To Hillman-Shane-Breyer 


Hillman-Shane-Breyer, Los An- 
geles, has been appointed advertis- 
ing counsel for California Aircraft 
Institute, California aircraft and 
welding school. 


when you think of SPOTS 
... think of John Blair! 
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Consumer-Refailer 
‘Victory Forum’ 
Tackles Problems 


Growing Importance 
of Rayon Cited by 
Research Official 


Philadelphia, March 26.—War- 
time substitute fabrics and their 
effect upon American consumers 


furnished one of the highlights here 
yesterday of the nation’s first Con- 
sumer-Retailer Victory Forum, a 
joint session called to reach a bet- 
ter understanding of the current 
problems of both groups. 
Conferees were warned by 
Charles L. Simon, secretary-treas- 
urer, Industrial By-Products and 
Research Corporation, Philadelphia, 
that the textile world has changed 
considerably since World War I and 
that harking back to the old days 
for clues to present problems may 
be dangerous. Rayon, for instance, 
was a comparatively new fibre then 


but has since become one of the 
dominant textile materials. 
Many new fibres, Mr. Simon 


added, hold interesting possibilities 
for major roles in future years but 
the only one—besides rayon—of 
prime importance now is nylon and 
consumers may consider it “out of 
the picture for a great many 
months” since almost the entire 
output will go into parachute cloth. 


Not Infcrior 


Worsted-type fabrics for men’s 
suits probably will be made of two- 
thirds wool and one-third rayon in 
the future, a type which once 
would have been called a ‘‘manip- 
ulate” but which will not be an in- 
ferior piece of goods, Mr. Simon 
assured consumers. “In appearance 
handle, draping quality and general 
styling,” he said, “it will be im- 
possible for the layman (and prob- 
ably even for the expert) to tell the 


difference between this Victory 
cloth and an all-wool piece of 
goods.” More interesting = style 
effects can be achieved with the 


new fabrics, he said. 

Spun rayon will take the place 
of wool for women’s dresses, he 
continued, but milady still can 
count on plenty of style, texture, 
apperance and utility. Colors, pat- 
terns and designs will not be as 
widespread as formerly in cotton 
dresses, however, and with pre- 
shrinking processes tied up with 
government work he advised pur- 
chase of dresses somewhat larger 
than formerly to provide for 
shrinkage. 


First of Series 


Dr. James F. Bogardus, 
price executive, 


regional 
Office of Price Ad- 
ministration, warned the conferees 
that mounting consumer purchase 
power and declining production of 
goods create conditions “which will 
lead to inflation unless checked.” 
He called for cooperation of both 
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Except for a small gain in retail advertising, all classifications represented on 

this chart by Media Records declined during February, compared with a year 

ago. Figures for newspapers of 52 cities again reveal automotive as the heaviest 

loser, with classified next in line, both for February and the Jan. |-Feb. 28 periods 
of 1942 compared with 1941. 


business man and 
avert the threat. 

The National Consumer-Retailer 
Council intends to promote similar 
meetings among local groups in 
other cities wherever possible. The 
Council is composed of representa- 
tives of national consumer and dis- 
tributor organizations. The con- 
sumer organizations have the ma- 
jority vote on all matters of policy 
and membership. Its membership is 
composed of American Association 
of University Women, American 
Home Economics Association, and 
General Federation of Women’s 
Clubs, representing the consumer; 
while the retailer is represented by 
American Retail Federation, Na- 
tional Association of Food Chains, 
National Retail Dry Goods Associa- 
tion, National Shoe Retailers Asso- 
ciation, and National Better Busi- 
ness Bureau. 

The Philadelphia meeting repre- 
sents the council’s first attempt to 
test locally principles which hereto- 
fore have been applied only on a 
broad national scale. The organiza- 
tion proceeds on the theory that the 
top consumer representatives 
should have the opportunity to 
meet and discuss mutual problems 
with the top representatives of re- 
tailers. Too often, it is 
tended, retailers have been 
sented at forums by mere “second 
lieutenants,” who can only follow 
given instructions and are thus un- 
able to commit themselves beyond a 
certain point. The discussions tend 
to become cut and dried, and fall 
short of their original purpose, he 
added. 


consumer 


con- 
repre- 


Starts “Paris Enterprise” 

A new seven-day paper, the 
Daily Enterprise, has been launched 
in Paris, Ky., with J. M. Alverson, 
Sr., as publisher, and J. M. Alver- 
son, Jr., as general manager. Offices 
are at 21 E. Fourth street. It is 
represented nationally by C. . 
Anderson Special Agency in Chi- 
cago, and by Ralph B. Mulligan in 
New York. 
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WPB Consultant 
Advises Admen 
on Men’s Fashions 


Washington, D. C., March 25. 
The first known instance in which a 
WPB official has taken pains to see 


|that advertisers are aware of a rul- 


ing which 
most of 


does not directly affect 
them, but which might 
make some of their advertising copy 
less effective if it were not known, 
came to light this week. 

Morton J. Baum, consultant on 
men’s and boys’ clothing at WPB 
and vice-president of Hickey-Free- 


man, addressed letters to Paul B. 
West, president of the Association 
of National Advertisers, and John 


Benson, president of the American 
Association of Advertising Agencies, 
to call their attention to the provi- 
sions of the men’s clothing order 
that, in preparing advertising to run 
later in the year, members of these 
associations would be sure to use 
illustrations of men _ dressed in 
clothes which will be available at 
that time. 

Mr. Baum also advised the adver- 
tising press of his move, saying that 
“we believe that in bringing this to 
your attention we are helping you 
serve your clientele, who frequently 
use men in their illustrations but 
may not be in close touch with 
changes that may be caused by the 
general conservation order.” 

Enclosing a copy of the order, 
and pointing out that garments 
affected by it will probably not be- 
come a substantial part of the re- 
tailer’s stock until late summer or 
early fall, Mr. Baum said: 

“Knowing that you are preparing 
advertising that will probably be 
run at that time and that fre- 
quently you show men in such ad- 
vertising illustrations, we thought 
you would like to have this infor- 
mation promptly. We call your at- 
tention to the elimination of cuffs. 
Coats will be an inch shorter than 
they have been, pleated trousers as 
well as outside patch pockets and 
fancy backs, and vests with double- 
breasted suits will be eliminated.” 


sO 


Electric Auto-Lite 


Sponsors Campaign 
The 
Electric 


Merchandising Division of 
Auto - Lite Company, To- 
ledo, is sponsoring the “Mountain 
Boys” campaign on behalf of Auto- 
Lite spark plugs and “Plug-Chek” 
inspection service in magazines, 
farm papers and outdoor 
USL Battery Corporation, 
sion of Electric 
inadvertently 


a divi- 
Auto - Lite, was 
credited with under- 
taking the campaign in the March 
23 issue of ADVERTISING AGE. Ruth- 
rauff & Ryan is the agency. 


Chevrolet Boosts Brents 


T. E. Brents has been named 
manager of the sales merchandis- 
ing department of Chevrolet Motor 
Company. Mr. Brents, who for the 
past five years has been assistant 
manager of the retail sales promo- 
tion department, succeeds E. F. 
Hayes, who is promoted to zone 
manager in Oklahoma City. 


Co-op Vegetable 
Growers to Drop 
Sales Functions 


New York, March 26.—The Co- 
operative Fruit & Vegetable Asso- 
ciation will drop all sales and mar- 
keting functions as the result of the 
termination March 1 of its financial 
tieup with A&P’s subsidiary broker- 
age organization, the Atlantic Com- 
mission Company. 

Substituted for the 
proffered by Atlantic as an 
public relations gesture to 
growers when the “super co-op” 
was organized 18 months ago, will 


“dividends” 
A&P 


be a 10-cent per carload tax levied 

directly on grower members. 
Mutual cancellation of the con- 

tract, according to Karl C. King, 


Morrisville, Pa., produce farmer 
who served as vice-president and 
manager of the co-op, was due 


largely to the desire of the growers 
to “pay their own freight,” and to 
be free of any implications that 
they were subservient to the chain. 

A key factor was the difficulty 
of setting up adequate machinery 
for selling and merchandising, and 
the desire for the full confidence of 
independents, other chains, and 
voluntary groups in handling the 
interests of the producers. 


Mennen Drops 10c Sizes 


The Mennen Company, Newark, 
has discontinued packaging _ its 
products in 10-cent sizes for the 


duration, 
and 


owing to “acute shortages 


restrictions on certain raw 
materials and containers.” The 
action will affect primarily prod- 
ucts produced in tubes and cans, 
and it is expected that other com- 


panies in the drug field will shortly 
follow suit. 


Drops Mill Supply Branch 


Manning, Maxwell & Moore, 
Bridgeport, Conn., has announced 
that, due to war exigencies, it will 
shortly liquidate its railway and 
mill supplies division located at 
Jersey City, N. J. 


Macfadden Ups Prices 
On Two Publications 


Continuing the current trend of 
publishers to pass a_ portion of 
rising costs on to readers, two Mac- 
fadden publications have announced 
price increases. 

Single copy price of Radio Mirror 
will be increased from 10 to 15 
cents with the June issue and the 
subscription rate will be upped 
from $1 to $1.50. Master Detective 
will be advanced from 15 to 25 
cents with the July issue, while 
subscriptions will go from $1.50 to 
$2.50. 


the To Calkins & Holden 


Devoe & Raynolds Company has 
named Calkins & Holden, New 
York, as its agency. Tentative plans 
call for the use of general media, 
business papers and _ cooperative 
direct) mail, radio, outdoor and 
newspaper copy. 


SELLING TO 
CHILDREN ? 


IS YOUR 
BEST BET! 


JUVENILE. MARKET fi 
, 480 LEXINGTON AVENUE 
WEW YORK: CITY, Ke Y. 
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SALES SOR WHEN 
Twins VWKE WER 


Only adequate coverage . . 


. and intensive 


merchandising could accomplish the envi- 


Represented 


nationally by the 


Branham Co. 


) able sales results enjoyed by advertisers 


the “ 
ing stations blanketing the wealthy Texas 
Gulf Coast. 


who today use Twins’ — super-sell- 


In Houston, KXYZ . 


Christi, 


. . and in Corpus 
KRIS, dominate great metropoli- 
tan centers situated in the heart of areas 
nature geared for war production. Today, 


more than ever before, oil, 


cotton, live 
stock, farm produce and the finished prod- 
uets turned out by gigantic Gulf Coast in- 
dustries are in demand by a country at war. 
Here you'll find no plant conversions, no 


lay-offs. 


tion rates . 


“Twins” offer you special combina- 


- yes, and unique merchan- 
“extras.” 


dising Write for facts today. 


When the Twins tell it — You sell it! 
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Sterling Products 
Goes All-Out in 
Latin America 


New York, March 26.—Sterling 
Products was revealed this week as 
the largest advertiser in Latin 
America, spending over $2,000,000 
yearly in newspapers and radio as 
well as sound trucks and handbills, 
to promote its line of drug products 
South of the Rio Grande. Through 
its subsidiaries, Sydney Ross Com- 
pany and Sterling Products Inter- 


national, the company currently is 


using practically all radio stations 


and newspapers available in the 20 | 


Latin American republics that are 
not on the U. S. State Department’s 
“blacklist.” 

Sterling is the strongest rival of 
the Nazi-controlled I. G. Farben in 
Latin America, and its hard-hitting 
advertising policy was designed to 
break the former virtual monopoly 
there of the German firm. Its pre- 
vious connections with I. G. Farben 
were terminated last September by 
means of a Department of Justice 
consent decree, and in January of 
this year a drive was launched in 
Mexico for its new Mejoral aspirin, 
designed to combat the German- 
owned Bayer tradename in Latin 
America (ADVERTISING AGE, Jan. 5). 

Radio programs in the pharma- 
ceutical company’s extensive drive 
are both live and transcribed, and 
originate in the country where 
heard. Copy is placed direct, com- 
plete advertising departments being 
maintained in important cities 
throughout each country. 


Block German Move 


Efforts the German company 
to find a market for its aspirin 
products in Mexico have been suc- 
cessfully blocked by the United 
States government. Since Sterling’s 
introduction of Mejoral aspirin into 
the country this year, distribution 
has been extended to various other 
countries. 

Following termination of all con- 


of 


WALL AND COUNTER DISPLAYS TO AID DRIVE 


Despite the sugar shortage, Orange-Crush Co. does not plan to trim its 1942 


advertising, in which this display will take a prominent part. 


It was produced in 


ten colors by Niagara Lithograph Co. for use by 475 bottlers in food 


and drug stores throughout the U. S. 


Besides the major cooperative effort on 


point-of-sale, newspapers and panel posters will be used, plus spot announce- 


ments starting in April over more than 


100 radio stations. Aubrey, Moore & 


Wallace is the agency. 


nections between Sterling and the 
Farben concern, Sterling immedi- 
ately stepped in and took over 
much of the available machinery it 
had previously used in the manu- 
facture and packaging of aspirin 
tablets under the Bayer trademark. 
Old advertising material and pack- 


ages were destroyed to prevent 
their falling into German hands, 
and numbers of sound trucks, ex- 


tensively used for advertising in the 
hinterland, were captured. Since 
Sterling had patents on the cello- 
phane wrappings commonly used in 
these markets, the German Bayer 
brand has been forced to employ 
glassine. This has proved a distinct 
setback to the Nazi group, in 
Latin America aspirin tablets are 
sold singly and in strips of five. 


Sackett Joins SAE 

Ray C. Sackett, for the past eight 
years head of the public relations 
department of MacManus, John & 
Adams, Detroit, has joined the 
headquarters staff of the Society of 
Automotive Engineers, Detroit. 


as 


 Here’s A 


(Retail sales in 
in North Carolina 


read the 


National Representatives: 
NBC 


Made-to-order 
_ Market For You! 


Got something to sell? 
that can be sold to 109.833 folks who live within 


15 minutes of downtown 


If you have, you needn't look any further for 

a market comprised of 
gainfully employed in industry and agriculture 
well able to buy the things they need. 

L94L over $38,000,000, ) 
market is Winston-Salem . . 
... by any comparison. And 


the majority of your prospects in this area 


JOURNAL and SENTINEL 


in Winston-Salem, North Carolina 


KELLY-SMITH COMPANY 


Radio Station WSJS 


Anything you make 


Winston-Salem ? | 


ACTIVE people .. . | 


Your 
.a MAJOR market 


NBC 


| allowances, 


Retail Ceilings 
Put Into Effect 
on 7 Appliances 


Washington, D. C., March 26.— 
Price regulation at the retail level, 
heretofore confined to automobiles, 


| tires and gasoline, was extended by 


the Office of Price Administration 
this week to seven major household 
appliances in the broadest step yet 
taken to combat price inflation. 
Maximum prices were also set on 
new typewriters. 

All products involved in the 
latest OPA action are in the “war 
casualty” class. Included are re- 
frigerators, vacuum cleaners, stoves 
and ranges, washing and _ ironing 
machines, radios and phonographs. 
In each case, production has been 
drastically curtailed or suspended 
completely. 

Four of the regulations, applying 
to typewriters, washing and ironing 
machines, radios and phonographs, 
and stoves and ranges, are 60-day 
temporary orders which peg prices 
at the March 19 level. Permanent 
regulations on vacuum cleaners and 
refrigerators use for ceiling prices 
the manufacturers’ recommended 
retail price lists and freeze whole- 
sale distributors’ price margins at 
Oct. 1-15 levels. 

The two permanent orders carry 
“evasion” clauses to prevent trade 
practices being changed to cir- 
cumvent OPA price maximums. 
Decreasing discounts or trade-in 
increasing instalment 
credit charges, making substantial 


| quality changes in models, reduc- 


ing service agreements or guaran- 
tees, or discontinuing premium 
practices are all forbidden. 


Retailers are required to post 
conspicuous notices setting forth 
make, model number and maxi- 
;mum price of regulated articles 
offered for sale. OPA requests 
consumers to report instances 


where attempts are made to collect 


more than the posted prices. 
All regulations will take effect 
March 30. 


Prudden, King to 


Suspend Business 


Prudden, King & Prudden, news- 
paper representative with offices 
in New York, Chicago and several 
other cities, has announced that it 
will suspend operations April 1. 

Western newspapers formerly 
represented by the company will 
be taken over by West-Holliday 
Company and several New York 
state dailies will be represented 
henceforth by Burke, Kuipers & 
Mahoney. Others in the group have 
made no decision yet on a repre- 
sentative. L. C. Prudden, who an- 
nounced the closing of the com- 
pany, is treasurer. The president is 
Harry J. Prudden, his brother, who 
has been inactive for several 
months because of ill health. 


Raises Per Copy Price 


The Times, Barre, Vt., which 
observed its 45th anniversary sev- 
eral weeks ago, has announced a 
rise in its price from two to three 
cents per copy, effective April 1 


| cal 


U.S. to License 
Export of Some 
Business Papers 


Washington, D. C., March 25.— 
Business papers containing techni- 
data of possible use to the 
enemy must obtain licenses before 
exporting copies to foreign coun- 
tries, according to an order issued 
by the Office of Censorship which 
takes effect April 1. Separate 
licenses will be required for each 


| issue of each publication. 


The order, described as “Postal 
Censorship Regulation No. 1,” pro- 
vides that: “Publications devoted 
in whole or in part to scientific, 
technical or professional data which 
may contain information, the trans- 


| mission of which to foreign coun- 


, Council, Chicago, took 


tries may be inimical to the mili- 
tary interests of the United States, 
will be licensed prior to export.” 
The licensing will be done by the 
Technical Data License Division, 
Office of Export Control, Board of 
Economic Warfare, on forms pro- 
vided by that agency. Each appli- 
cation must be accompanied by 
two copies of the publication in 
galley proof or other form. 


Ask Complete Data 


Publishers will be required to sup- 
ply complete information, including 
the nationality of all officials and a 
list of all alien employes. Those em- 
ployes designated to supervise the 
wrapping of publications for export 
mailing will be required to furnish 
affidavits of citizenship. All such 
employes will be investigated to 
make sure none are or have been 
connected with any organization 
advocating the overthrow of the 
government by force. 

The Office of Export Control will 
review publications submitted along 


with license applications, using 
censorship regulations as a_ basis 
for ruling on objectionable mate- 


rial. Efforts will be made to notify 
applicants of decisions within 48 
hours. If portions are ordered de- 
leted, material must be re-sub- 
mitted after deletion. 

The Office of Censorship will issue 
licenses upon recommendation by 
the Office of Export Control. 
Licenses will authorize publishers 
to export a designated number of 
copies of a particular issue to spe- 
cified foreign countries. Licenses 
will be non-transferable and revo- 
cable without notice. 

Having received a license, a pub- 
lisher must affix to the outer cover 
of each export package a declara- 
tion showing the number of copies, 
name of publisher, name of pub- 
lication, destination and _ license 
number. The declaration must state 
further that no copies are addressed 
to persons in enemy or enemy- 
occupied territory, and carry other 
assurances and signatures as well. 

The Board of Economic Warfare 


has drawn up a list of publications | 


for which licenses will be required, 


and each publisher has been sent a | 
other 
be | 
cleared for export after April 1 by | 
unless | 


letter 
forms. 


and 
will 


license 
publications 


including 
No 


the Office of Censorship 
licenses have been obtained 


Ads Urge ‘Customers 
to Carry Packages 


The retailers’ war policies com- 
mittee of the Cook County Retail 
270-line on 
5-column space in Chicago news- 
papers March 23 to urge customers 
to carry packages in order to cur- 
tail stores’ deliveries and save tires 
and gasoline for the delivery trucks. 
After March 25, the copy said, indi- 
vidual stores would announce new 
delivery policies 

On March 24, cooperative copy 
signed by nine large Chicago stores 
announced that after the 25th, de- 
liveries to suburbs and outlying 
portions of the city would be cut 
to three days a week 


Biddle Company Folds 


The Biddle Company, Philadel- 
phia agency founded in 1940, has 
suspended operation Fifty cents 
on each dollar of indebtedness was 
paid by the agency 


| used 


—— 


ECONOMY THEME 


Save up to $7% a Month 
on Your Food Bills! 
send For crisco’s pe of 30 scomo-meacs! 


‘ny IT'S FREE! 


| 
i 


c} 
Savings of a definite sort are featured 


in this current copy for Crisco, Procter 
& Gamble vegetable shortening, being 


in The American Weekly, This 
Week Magazine, March issues of four 
women's service magazines and on the 
company's daytime radio shows. Reac- 
tion to the new approach will determine 
whether it will be continued and ex- 
panded. Compton Advertising directs 
the account. 


Leaves Ross Federal 


Robert E. Harvey, manager of the 
Detroit office of Ross Federal Serv- 
ice, Inc., has been granted a leave 
of absence to take a post with the 
War Production Board, automotive 
branch, Detroit. He will serve as 
an economist and statistician. Ross 
Federal’s Detroit clients are to be 
served for the duration by William 


F. O'Dell, who comes from the 
Chicago office. 
AE 


an ESSENTIAL 


CATALOGUE 


for © ADVERTISING AGENCIES 
© ART DIRECTORS 
© NATIONAL ADVERTISERS 
© PURCHASING AGENTS 


_ 


224-PAGE 


Illustrated Art 
Materials Cata- 


osve FREE 


For the first 
time thiscat- 
alogue makes 
available everywhere the full 
facilities of one of America $s 
largest distributors of graphic 
art materials. 

With this new complete cat- 
alogue you have access to 
the same huge stock and va- 
riety of materials now serving 
New York's largest Agencies 
and Industries. 

WRITE IMMEDIATELY on 
your company letterhead. 
You'll receive this valuable 
catalogue by return mail . - - 
at no charge. 

An indispensable referenc: 
guide to 

@ ARTISTS’ MATERIALS 

@ DRAFTING SUPPLIES 

@ SCREEN PROCESS 

SUPPLIES 
@ AIR BRUSHES 
& COMPRESSORS 
@ PICTURE FRAMES 
@ ACETATE IN. 
SHEETS & ROLL® 
and thousands of 
other essential mate’ 
rials! 


ARTHUR BROWN & BRO 


67 West 44th St. New York, N.Y: 
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Sears Sales Will 
Drop 6% in 1942, 
Wood Estimates 


(Continued from Page 1) 


increasing segment of the market 

s tire and gasoline restrictions 
raised hob with retail sales in out- 
lying districts, Gen. Wood said he 
did, but only after “cars had gone 
off the roads.” The inventory of 
the company at year-end was $175,- | 
258,396, much higher than last 
year’s although inventory commit- | 
ments, the General said, were ap- 
proximately the same. 

Asked about the company’s fu- 
ture in terms of restricted goods, | 
tires, radios, washing machines and 
refrigerators, Gen. Wood gave the| 
round figure of seven million dol-| 
lars as the amount the company) 
had tied up in restricted goods. By | 
fall, he said, 100 per cent of Sears’ 
washers and refrigerators would be 
sold, 90 per cent of its tires, 54 per 
cent of its radios, and 50 per cent 
of its electric appliances. Inability 
to sell restricted goods, he esti- 
mated, would cause a loss of 98 
million dollars in sales. 

On the other side of the ledger, 
however, the company expects to 
make up with furniture, cotton 
goods and apparel for the hard) 
lines it has been forced to drop. 
Here General Wood predicted that 
1942 would see a drop of only six 
per cent in the company’s dollar 
volume sales. Unit volume, he 
said, would drop 30 per cent, but 
aided by a price level 20-25 per 
cent higher than the previous 
year’s, dollar volume would show 
only the six per cent loss. Asked 
specifically if his estimated figure | 
included the possibility of ration- 
ing, Gen. Wood said potential ra- 
tioning had been figured in. 


Advertising Successful 


Although the company has just 
completed, from many angles, the 
most successful advertising year in| 
its history—per page expense of its 
catalogs was the lowest in Sears’ 
history, and retail advertising had 
a very healthy year—the company’s 


total advertising expenditure in| 
1942 will be less. Catalogs will be 
smaller, first, the Sears’ chairman 


said, because many lines hereto- 
fore featured in the catalogs will 
be unobtainable, and second, be- 
cause of the possibilities of a paper 
shortage. Fliers will be continued, 
but will be curtailed in size and 


PRINTING 


AITHORN service is 
pala cameo 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Wabash 7820. 


& 


Faithorn Corporation 
504 Sherman Street, Chicago, Illinois 


A Complete Day and Night Service for 
Advertisers and Advertising Agencies 


| weeks the 


TOP AWARD WINNERS OF THE AMA PACKAGING EXPOSITION 


The Post-Tens package of General Foods Corp., (upper left) has been awarded the Wolf trophy, top honor in the 1942 


packaging exposition of the American Management Association to be held in New York April 14-17. 


Honorable mention 


packages shown here include Kellogg's Variety package, another combination marketed by the Kellogg Co., Battle Creek, 

Mich.; Ivory Snow package of Procter & Gamble Co., Cincinnati; Linit Bath package of Corn Products Refining Co., New 

York; Military Service Kit of The Mennen Co., Newark, N. J.; "Blend Your Own" tobacco kit of John Middleton, Inc., 

Philadelphia; Tender Leaf tea balls display package of Standard Brands, Inc., New York; ‘Foursome” package of Taylor 

Wine Co., Hammondsport, N. Y.; Swan soap wrapper of Lever Brothers Co., Cambridge, Mass.; Duraglas canning of Del 

Monte fruits and vegetables by California Packing Corp.. San Francisco; and the Jack Frost Quick Freeze fruit and vege- 
table packages of Cascade Frozen Foods, Inc., Seattle, Wash. 


circulation. Retail advertising will 
be reduced because of restricted 
products. 

The problem of personnel has 
not yet become a major factor, al- 
though, like any large company, 
Sears is feeling the suction of the 
draft. There are now 2,700 Sears’ 
employes in service, and Gen. Wood 
reported that for the past five 
rate of induction has 
been 150 per week. “In a year we 
shall, I expect,” he said, waving 
his hand to include the Sears or- 
ganization, “have only men over 
40 and women working for us.” 

The company has benefited from 
another influence: as more money 
poured into its customers’ pocket- 
books, buying began to crawl up- 


ward into the quality” ranges. 
Quality buying has become the rule, 
which may be one reason why 
Sears views rationing possibilities 


so calmly. 

Rumors that the company, along 
with other mail order houses, might 
suspend its catalogs because of the 
many things it will not be able to 
sell were categorically denied by 
Sears officials. That the catalogs 
would be thinner, and that most 
hard goods would be obliterated, 
along with some soft goods, they 
were frank to admit. They in- 
sisted, however, that the catalogs 
would be used to sell whatever is 
available. 


WARD REPORTS MAIL 
ORDER RISE LIKELY 
Chicago, March 24.—Montgomery 


| Ward & Co. looks for a rise in mail 


order selling during 1942, due 
partly to restrictions on tires and 
gasoline, but chiefly to the fact that 
marketing of restricted goods such 
as refrigerators, tires, ranges, 
washing machines and radios has 
been a retail store problem. The 
elements involved in the purchase 
of these goods, which entailed ex- 
amination and inspection by the 
consumer, and installation by the 
dealer, made the “hard lines” a re- 
tail store seller. With the hard 
lines moving out of the picture, 
mail order becomes increasingly 
important. 

Net profits for the year ended 
Jan. 31, 1942, before provision of 
$5,000,000 in reserve for inventory 


protection, were $27,351,716, com- 
pared with $23,028,017 for 1940 
Ward’s sales during the year 


reached a peak of $632,708,657, a 


GIBBONS KNOWS CANADA |i 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS b) " 


22.6 per cent gain over the previ- 
ous year’s $515,910,915. Approxi- 
mately one-third of the gain, the 
company reported, is attributable 
to higher unit prices at which the 
merchandise was sold. More than 
20 million dollars was refunded to 
customers because of shortages in 
some lines. Sales continued strong 
in February, although the com- 
pany’s mid-winter flyer was omit- 
ted from its promotional budget. 
Sales rose 15 per cent during Feb- 
ruary, although the flyer stimulus 
was lacking, and March sales, not 
competing against 1941’s flyer pro- 
motion, were up to 1941’s average 
gain, about 22 per cent. 

The mail order company reported 
that its catalogs would be con- 
tinued, slimmed, of course, by un- 
available products; fliers will be 
continued, and circulation is _ not 
slated to be curtailed. Retail store 
advertising, Ward officials told 
ADVERTISING AGE, will be “approxi- 
mately the same,” insisting that 
space will be taken to sell the many 
other items carried by the com- 
pany, despite the disappearance of 
hard lines. 


AXTON-FISHER REPORT 

Louisville, Ky., March 24.—Net 
sales and earnings for Axton- 
Fisher Tobacco Company continued 
to decline in 1941, following the 
downward spiral prevailing since 
1938, despite net profit of $175,271 
on the sale of leaf tobacco in 1941. 
Although increased taxes have pre- 
vented other companies from pay- 
ing record dividends while piling 
up new sales highs, Axton-Fisher 
paid less in taxes than it did in 
1938, and earned less than half 
what it did in 1938 or 1939. 

The sales decline of Twenty 
Grand cigarets, which account for 
nearly 75 per cent of the company’s 
business, continued in 1941. Presi- 
dent Carl B. Robbins asserts in his 
letter to stockholders that the 
Twenty Grand slump was acceler- 
ated in the past year by the disad- 
vantageous tax position of econ- 
omy-priced cigarets and by the 
rapidly-increasing industrial pros- 
perity which has caused a marked 
shift in buying habits, with an es- 
tablished trend from lower to 
higher-priced products. 

An over-all picture of Axton- 
Fisher and income for the 
four-year period was shown as fol- 
lows in the report: 


sales 


Year Net Sales Net Income 
1938 $21,026,461 $729,451 
1939 19,305,998 620,334 
1940 19,170,720 451,881 
1941 16,934,942 294.150 
(*Indicates exclusive of federal 
processing tax refund « susi = of 


prior years **Iincelusive of 
profit on sale of exce leaf tobacco.) 
During 1941 a majority of the 
Class B common stock was acquired 
by Transamerica Corporation. Sev- 
eral new executives have joined the 
company’s staff, new machinery has 
replaced obsolete or inefficient ma- 
chinery, and inventories of high 
quality tobacco were taken in to 
permit production of quality cigar- 
ets, the report says. Several new 
products, among them Doublets, a 
tin-packaged cigaret, were launched 
in 1941. By these steps, the com- 
pany hopes to halt the slump. 


$175,271 


| 


Dramatize ‘Farm 
Armies’ in Latest 
Seabrook Drive 


Atlantic City, March 25.—Sea- 
brook Farms, Bridgeton, N. J., is 
dramatizing the war role of farm 
workers in a series of 145-line in- 
stitutional advertisements placed in 
approximately 20 New Jersey, New 
York, and Pennsylvania newspap- 
ers. 

Faced with possible labor short- 
ages due to rising industrial em- 
ployment, the highly industrialized 
quick - freeze farming enterprise 
seeks to impress both its own work- 
ers and potential farm laborers 
With agriculture’s importance to the 
war effort. 

The campaign is being placed 
through Abner J. Gelula & Associ- 
ates, Atlantic City. 


Samsonite Account Goes 
to Weiss & Geller 
The advertising account of 


Shwayder Bros., Inc., Denver and 
Detroit, maker of Samsonite stream- 


lined luggage and Samson card 
tables, has been placed with the 
| Chicago office of Weiss & Geller. 
Magazines will be used. 
Uses Fable Theme 

Ohio Brick and Tile Institute, 


Canton, O., has started a drive to 
persuade builders of defense houses 
that brick is Just as cheap as frame 
by using outdoor posters telling the 
story of the three little pigs and 
the wolf. 


Oakes Heads Fleischmann 

Warren Oakes, a 
of the company since 1934, has 
been elected president of Fleisch- 
mann Distilling Corporation, a sub- 
sidiary of Standard Brands, Inc., 
New York. 


MAILING SERVICE 


Multigraphing -—— Filling-in 
Addressing —Mimeographing 


THE LETTER SHOP, Inc. 


440 &§. Dearborn St. Wabash 8655 


vice-president 


Back in October. 
SCHLLZE BAKING CO. be- 
gan specifying WMBD for 
their National Schedule—with 
three transeribed half-hour 
shows a week for BUTTER- 
NUT BREAD. Now, eighteen 
one-minute transcribed spots a 
week tell the story of BUT- 
TERNUT BREAD to WMBD's 
interested listeners. If YOU'RE 
looking for the right station 
in a choice market—-put 


WMVBD on your list. 


Here’s Why... 


You influence “PEORIAREA” 
with WMBD! Within “Peori- 


1938, 


“TUT TUT . 


- 
ee 
oo | 
\. * 


. NOTHIN’ BUT—" 


area’, defense and industrial plants are 
crowding retail stores with spenders al- 
most continually, But that’s just HALF 


of “Peoriarea™! 


The other half is an 


agricultural area famed for its “treasure- 


full” soil 
farm folk to BUY. 


DOMINANT 
FREER | oof 


PETERS, 10. 


Excluwve Natronal 
inal 


from which come prosperous 
WMBD is the ONE 
station 
“Peoriarea” . 5 
giving complete cover- 
age of 16 counties, 
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‘Cola’ Is Generic 
Term, Court Finds 
in Nehi's Favor 


Wilmington, Del., March 26. 
Following months of litigation in- 
stituted by the Coca-Cola Company 
against Nehi Corporation for alleged 
illegal tradename and _ trademark 
infringement and other related acts 
of unfair business competition, 
Chancellor W. W. Harrington in the 
Court of Chancery handed down a 
formal epinion that the suit should 
be dismissed. The final decree in 
the suit which began in 1939 will 
be signed later. 

The suit was filed in September, 
1939, and testimony was given for 
several months here in 1940. Ad- 
ditional briefs have been filed. 

The basic question in the suit, the 
decision explains, was the use of 
the word “cola” in the name of the 
products of the Nehi Corporation, 
Royal Crown Cola, also known as 
RC Cola and Par-T-Pak Cola. 


| that 


“The evidence justifies the con-| 


clusion,” the decision reads, “that 
the word ‘cola’ has now become the 


generic term for a well known type | 


of soft drinks which have a char- 
acteristic taste and color somewhat 
resembling Coca-Cola and of which 
that company is but one of many 
manufacturers.” 


Public Not Misled 


“It is also significant that court 
decrees have been entered with the 
express or implied consent of the 
Coca-Cola Company or its prede- 
cessors permitting the use of the 
word ‘cola’ as part of the trade 
names of various competing soft 
drinks.” As examples Chancellor 
Harrington mentioned Epso-Cola in 
1912, Keen’s Cola in 1913 and Lime 
Cola in 1927. In cases won by the 
Coca-Cola Company involving trade 
name use there are no instances in 
which it was directly held that the 
company had exclusive use of the 


word “cola,” the decision continues. | 


In discussing the testimony of 13 
Wilmington witnesses that cola in- 
dicated Coca-Cola to them and that 
they thought Royal Crown Cola 
was a cheaper product of the Coca- 
Cola Company, Chancellor Har- 
rington said he did not believe any 
material portion of the public can 
now think cola necessarily means 
Coca-Cola or a product of the Coca- 
Cola Company. 


EVERLASTING PORCE- 
LAIN ENAMEL GUARAN- 
TEED FOR 10 YEARS. 


ty ARTK 


SIGN CO, LIMA, OHIO 


Listening Post 


Trust-buster Thurman Arnold 
has gotten in most everybody’s hair 
at some time or other, but his 
scathing indictment of unions be- 
fore a House committee won him 
a new crop of enemies and might 
possibly lead to his departure from 
the Washington scene. Labor, of 
course, has been after his scalp for 
a long time. But Administration 
leaders feel that Arnold’s latest 
blast was ill-timed at least, espe- 
cially in view of White House ef- 
forts to solve the war labor prob- 
lem without legislation. On past 
occasions, Arnold has simply sub- 
mitted his resignation when his 
position was threatened, but he has 
always been prevailed upon to stick 
on the job. Should he see fit to 
make another resignation bid, it 
might be accepted. 


Reports from Canada _ indicate 
the soft drink industry may 
have difficulty convincing Congress 
that additional taxes would reduce 
volume and hence net no more 
than at present for the Treasury. 
Due to war levies, nickel bottles of 
“pop” sell for seven cents in the 
Dominion, but sales have held up 
surprisingly well. It is expected 
that if the Treasury’s proposals for 
heavier soft drink taxes = are 
adopted, a six-cent price will be 
adopted by most bottlers. 
* 6 © 


The Inter-Departmental Commit- 
tee on War Information, headed by 
Archibald MacLeish of OFF, is 
giving serious consideration to a 
governmental program of paid ad- 
vertising, and Britain’s case history 
is being studied. The Department 
of Commerce, having started the 


| ball rolling with its article on Brit- 


ish government advertising, will let 
the MacLeish group carry on from 
here. Plans for a second article in 
Domestic Commerce have been 
dropped in view of the committee’s | 
activities. 


* of * 


Although Rep. E. E. Cox, sponsor 
of the resolution to investigate the 
Federal Communications Commis- 
sion, remains confident that the 
House judiciary committee will re- 
port out his proposal, the chances 
for such action seem to be dimin- 
ishing. Chairman A. J. Sabath has 
lined up in the FCC camp. In addi- 
tion, one House investigation of 
radio is already scheduled by the 


House interstate commerce com- 
mittee for April 14 when the 
Sanders bill comes up. The two 


subjects may be merged by refer- 
ring the Cox resolution to the com- 
merce group. 


THE FIRST BOOK 


How to Insure High Reader Response 


OF ITS KIND— 
An Analysis of Advertising 
Principles Derived from 
Modern Readership Research 


MARK WISEMAN’S 


new book, *‘The Anatomy of Advertis- 
ing,’’ shows how methodical planning, 
NCE, 
void 
false starts and dead ends, and pro- 
duce more effective campaigns in less 


based on available research evi 
can help the campaign planner 


time. 


prepared as a 


an enginecring guidk 
ncw spape r space 
principles 
tive thinking 


lor users 


RIGINALLY as i technical 
6) Bible’ for a large advertising agency 
material has been expanded to provide 
ol magazine or 
Mr. Wiseman supplies proved 
on which to base a method of crea to “Get 
If you are trying to break away 


New Approach to 


Specific Objectives: | lements 
Sales Theory Real Objective 
Collecting and Organizing Campaign 
Data: lechniqns Levaluation 
Finding and Using the Sales Idea. 
Basic Emotional Appeals: | 

Lise 


Practical 


vidence of Respor to 
the Various Types Establishing the 
Format: I Naineering Method 
Styling Treatment of Ele 
ment Value in Term 1 ¢ 


st 
Techniques of Creative Thinking: | low 
Idea Avoid Dullness 


from a “formula if you want ads that are FREE 

both original and based on scientific research EXAMINE FOR FIVE Days 

data, send tor this book at onc« Per eeeeee ee ee = =, 
D iarper & Brothers, 49 €. 330 Siwy. ! 
' lease send me THE ANATOMY 1 
§ OF ADVERTISING by Mark Wise. 0 
1 = . rm EA... promp , re H 
§ age. of return the book 1 
1 ADDRESS i 

By Mark Wiseman, Executive on the Staff of Young & Rubicam oF 6! 1) and SI AI! ‘ 
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Roden Calls War 
Real Opportunity 
for Advertising 


New York, March 27.—Advertis- 
ing will emerge from the war more 
clearly understood by its detractors, 
according to H. W. Roden, presi- 
dent of Harold H. Clapp, who today 
urged that it be made “a fighting 
tool like tanks, guns and planes.” 

Addressing a two-day Eastern 
round table meeting of the Life 
Insurance Advertisers Association, 
Mr. Roden called the current emer- 
gency advertising’s great opportun- 
ity to take the offensive against the 
common enemy—‘“those who would 
destroy America.” It was with this 
thought in mind, he emphasized, 
that the Advertising Council was 
formed. 

“It’s to the credit of the Council 
that so far no one has even men- 
tioned paid advertising to the gov- 
ernment.” he continued. “This 
despite the fact that the very prin- 
ciple of this so-called free advertis- 
ing is, in the opinion of many of 
the board, completely wrong, un- 
sound and uneconomic.” 


Should Offer Services 


Insurance companies and admen 
should offer their services to the 
Council wherever possible, con- 
cluded Mr. Roden, who represents 
the Association of National Adver- 
tisers on the Council’s board. He 
reminded his audience that between 
their employes and policy owners, 
they possessed one of the greatest 
machines for dissemination of war 
instruction, and urged that this 
latent force be put to work. 

A possible substitute market of 
insurance prospects to replace those 
men drafted into the army was re- 
vealed by Margaret Divver, assist- 
ant advertising manager of John 
Hancock Mutual Life Insurance 
Company. Estimating that about 
2,000,000 women workers will be 
needed this year in defense indus- 
tries, Miss Divver offered this group 
of new wage earners as well worth 
cultivation by insurance salesmen. 


PREPARE FOR PEACE 
IS INSURANCE THEME 

New York, March 24.—Principal 
speakers before the spring meeting 
of the Insurance Advertising Con- 
ference here today hammered home 
one central theme, “prepare now to 
win the peace while we are fighting 
the war.” 

Emphasizing that marketers, 
salesmen and advertisers are the 
“front line fighters of peace,” A. H. 
“Red” Motley, vice-president of the 
Crowell-Collier Publishing Com- 
pany, warned against “falling for 
Quislings who would _ sidetrack 
selling and advertising and put 
them in mothballs ‘for the dura- 
tion.’”’ He urged that industry 
avoid “Pearl Harbors of Peace” by 
preparing now for the inevitable 
day when sales executives must 
move into the front with leader- 
ship, with plans, with a_ well- 
trained corps of non-commissioned 
officers. 


“The country must have men 
who are capable of absorbing 


quickly the raw recruits of selling 
so that immediately, not a year or 
two later, we can pour into the 
peacetime battle front the man 
power, the brains, the plans to keep 
America’s great productive ca- 
pacity—the machinery of peace and 
war—operating at peak,” he said. 


Leche & Leche Wins 
Suit Against Exchange 


Leche & Leche, Inec., Dallas 
agency, which in 1937 launched the 
brands “Texsun” and “Tex-Maid” 
of the Texas citrus industry, has 
won a jury’s verdict and a judgment 
in its long-standing suit for $22,- 
187.43 against the Rio Grande Val- 
ley Citrus Exchange. 

The case grew out of the 1939 
advertising campaign and was filed 


jointly against the Exchange, 14 
member associations and 3,000 cit- 
rus growers in the early part of 
1940. 


Stuart to “Courant” 


Ned Stuart has joined the 
tising staff of the Courant, 
ford, Conn., as copywriter. 
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hel VUACE 


The rates for this department are as follows: 


“Help Wanted,” 


cash with order. 


“Positions Wanted,” 
| “Representatives Available,” 30 cents a line, minimum charge $1. 


“Representatives Wanted,” 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in 


$4.75 per inch. 


POSITIONS WANTED 
Promotion, advertising or market re- 
search manager 7 years’ experience 
with leading business papers Handle 
sales, correspondence, copy writing or 
research. Draft exempt. 
Box 3656, ADVERTISING 
OPPORTUNITY 


AGE, Chero. 


for executive or 


tired merchant to obtain services of 
young man, age 34, as confidential 
aide and personal secretary Neat, 


well-mannered; typist, shorthand; 
working knowledge of Spanish; make 
excellent receptionist. End 10° yrs, 
prison August, expect parole; salary 
no object Position must be in N.Y. 
or environs, resident Brooklyn, N. Y. 
Write 20938, Drawer N, Trenton, N. J. 
EARCUTIVE SALESMAN WITH 
midtown office seeks suitable connec- 
tion or representation. N. L. Huebsch, 
67 West 44th St.. New York City, 
MUrray Hill 38-0386 ; 


COPY WRITER, to 


POSITIONS WANTED 


ADVERTISING EXECUTIVE 
AVAILABLE 


Our thoroughly trained Adv. Mng 
now employed by us will (because 
100% war work) soon be availabl: 


Has done an outstanding job—Hous 
Organs, National advertising, Dire 
Mail Handled complete productio: 
Ideas judged first in nation by Ady 
fraternity. We are anxious to plac 
this man in the type of position |} 
deserves, 
Box 3654, ADVERTISING 


AGE, Che: 


HELP WANTED 


handle month 
assignments on part time basis. Mus 
have good record on agricultural ma 
order aceounts. Outline your experi 
ence by letter to 


Box 3655, ADVERTISING AGE, Chex 


Nast Tells Source 
of Rumors About 
Printing Plant 


New York, March 26.—Conde 
Nast, president of The Conde Nast 
Publications, Inc., this week took 
cognizance of widely - circulated 
rumors that the magazine publish- 
ing company would abandon its 
Greenwich, Conn., plant to arms 
work and turn over its. printing 
business to an independent printer. 

Mr. Nast reported in a memo to 
his staff that the rumors undoubt- 
edly originated as the result of 
wage scale negotiations with Stam- 
ford Typographical Union 503. 
During negotiations a company 
spokesman intimated that if “rela- 
tions of trust and confidence” be- 
tween the Conde Nast Press 
the union could not be maintained, 


and | 


“it might become advisable for the | 


company to dispose of its printing 
plant and have its magazines 
printed and _ produced elsewhere 
under contract as was 
done.” 

Wage adjustments have been 
negotiated with four of the five 
unions recognized in the plant, and 
the controversy between the com- 
pany and the typographers is about 
to be submitted to arbitration under 
the existing contract. 


Grand Jury Indicts NARD 


on Charges of Conspiracy 


The National Association of Re- 
tail Druggists, Chicago, has been 
indicted by a federal grand jury in 
Newark, N. J., for conspiracy with 
other pharmaceutical organizations 
to fix margins of profit in retail 
drug stores. Fourteen other drug 
store trade associations, all of New 
Jersey, and John W. Dargavel, 
NARD’s executive secretary and 
general manager, were named 

The indictment charged that 
prices were fixed on retail items, 
and on purchases from wholesalers, 


and that the conspiracy was not 
formed to carry out the purposes 
of the Miller-Tydings amendment 


to the Sherman Act but to fix prices 
under guise of complying with the 
act. In Chicago, Mr. Dargavel made 
a blanket denial of all charges and 
said NARD would fight the indict- 
ment. 


“Dallas Journal’ Closes 


The Dallas Journal, founded in 
1914 and published as an evening 
daily, has suspended publication 
Continuance of the paper, an an- 
nouncement said, was no longer an 
economic possibility. 


Issues New Catalog 

Packaging Catalog Corporation, 
New York, has issued the 1942 
Packaging Catalog, a 638-page book 
dealing with packaging in various 
industries. Contents are classified 
into 17 sections, with six charts 
showing data on important phases 
of packaging. 


formerly | 


Coming 
Convention 


April 14-17. Twelfth Packaging 
Conference, American Management 
Association, Hotel Astor, New York 

April 16-17. Canadian Daily 
Newspapers Association, Toronto, 
Royal York Hotel. 

April 18-20. National Newspaper 
Promotion Association, New York. 

April 21-23. American News- 
paper Publishers Association, Wal- 
dorf-Astoria Hotel, New York. 

May 1-2. Mid-Continent Sales 
and Advertising Conference, Chi- 
cago Federated Advertising Club, 
Hotel Sherman, Chicago. 

May 7-9. Spring meeting, Associ- 
ated Business Papers, Seaview 
Country Club, Absecon, N. J. 

May 11-14. National Association 
of Broadcasters, Cleveland, O., 
Hotel Statler. 

May 12-15. Lithographers Na- 
tional Association, Edgewater Beach 
Hotel, Chicago, III. 

May 16. Annual conference, In- 
ternational Affiliation of Sales and 
Advertising Clubs, General Brock 
Hotel, Niagara Falls, Ont. 

June 14-18. Annual convention 
of National Association of Retail 
Grocers, Fairmont Hotel, San Fran- 
cisco, 

June 15-17. Newspaper Advertis- 
ing Executives Association, Co- 
lumbus, O. 

June 21-25. Annual convention, 
Pacific Advertising Association, 
Paradise Inn, Rainier National Park, 
Wash. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


Photo-engravers in Chicogo 


207 North Michigan Avenve 


Franklin 5854 
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White Flour Ban 


Follows Failure 
of British Drive 


(Continued from Page 1) 
vhite-flour cakes will come out of 
akers’ ovens. Thereafter, only 
vhole wheat flour, milled according 


specifications laid down by the| 
linistry of Food, will be available. | 


fF 


Thus the public wiil receive what 
generally declared to be a more 
healthful bread, and a considerable 
10unt of shipping space will be 
saved in importing the country’s 
wheat supplies. 
The government edict follows a 


period of about a year in which)| 


attempts were made to switch the 
public from its customary white 


loaf to a “national wheatmeal loaf” | 


developed and heavily 
by the Ministry of 


advertised 
Food 


LONDON, 3$.w.t | 


The British public, like American con- | 
sumers, showed little interest for en- 
riched bread as depicted in this news- | 
paper advertisement. But the British | 
Ministry of Food has decreed that after | 
April 20 only whole wheat flour can be 
used by bakers and the public will have 
no choice. 


THE MINISTRY OF FOOD, 


effort had only indifferent success, | 
ADVERTISING AGE’s London corre- 
spondent reporting that only about} 
5 per cent of total bread sales con- 
sisted of the wheatmeal loaf, al-| 
though other sources put the per-| 
centage at a considerably higher 
figure. 

To a surprising degree, the Brit-| 
ish indifference to wheatmeal! bread, 
which was so great as to cause a 


to the most attractive 
dside . . Offset will do the 
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MIAMI MAID BREAD 
2 MOE... \IAMINS AND FOOD MINERALS 


vou cet ALL 8 (six Essential vitamins... 
Two mincrais) in THs ONE LOAF. . at wo exrea cost 
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The Dayton Bread Co. is emphasizing 
the enriched content of its Miami Maid 
bread in large-space newspaper adver- 
tisements and with car cards, two-color 
mailing pieces and personal letters to 


|izing in it a 


dealers. Hutzler Advertising is the 
agency. 
considerable discussion in Parlia- 


ment last month, parallels the ex- 
perience of the United States with 
enriched bread, which started off 
with a big promotional bang but 
thus far has not lived up to the ex- 
pectation of its sponsors. 

Enriched bread, backed by all 
the available resources of the Office 
of Defense Health and Welfare 


| Services, and by a score of pharma- 


rather painful death. But the Office 
of Defense Health and Welfare 
Services is not yet ready to give up. 
It can’t cut the Gordian knot 
easily as its British counterpart, 
but it refuses to be discouraged, 
and will shortly sponsor an all-out 


as 


nutritional campaign in South 
Bend, Ind., which it hopes will 
prove a model for similar local 


drives in other localities. 
To Feature Bread 


This drive, although embracing 
the entire nutrition program, will 
lean heavily on the bakery industry 
for much of its promotion, and wilt 
naturally feature enriched bread. 
With the full steam of the govern- 
ment behind it, and with ex-agency 
man Paul Cornell acting as promo- 
tional generalissimo, it is hoped to 
develop enough tangible evidence 
of consumer enthusiasm to put the 
entire nutrition program on a going 
basis. 

In the meantime, enriched bread 
promotion is again breaking out 
here and there. As_ reported in 
ADVERTISING AGE last week, Conti- 
nental Baking Company has 
launched a_ three-city test drive 
for a new Wonder bread made from 


| flour naturally enriched by a flota- 


ceutical, drug and milling organiza- | 


tions which sold or provided 
enriching ingredients, has thus far 
been received with a considerable 
degree of apathy by the public, and 
even with some skepticism on the 
part of numerous segments of the 


/medical profession. 


To the baker, whose costs have 


the | 


been increased by the need for in-, 


cluding the enriching 


elements, 


introduction of the product has not| 


been 
field accustomed to 
new names and new promotional 
campaigns bursting almost con- 
stantly, bakers generally took en- 
riched bread to their hearts, visual- 
real opportunity to 
“bread is fattening” 


by any means an 


blessing. Ina 


overcome the 


| school of thought which has made 


per capita sales of the product 
shrink in a fairly steady curve. 


Show Little Interest 


But bakers quickly found that 
except for the fringe of food fad- 
dists who were always willing to 
buy whole wheat and other breads, 
the American consumer was in a 
state of complete nonchalance as 
far as the enriched qualities of his 
bread were concerned. No baker 
was able to sell enriched bread at a 
premium price in competition with 
other bread, and while consumers 
seemed willing enough to accept 
the new product at the same price 
when it was offered to them, few 
of them seemed to care whether the 


enriched product was available or 
not. 

Since enriching seemed to pro- 
vide no worth-while competitive 


advantage, and since it did decrease 


unmixed | 


tion process, which will probably 
replace the present enriched Won- 
der bread. 

In Dayton, O., the Dayton Bread 
Company started a big local cam- 


paign for Miami Maid bread last 
week, declaring that “you get all 8 
(six essential vitamins and two 
minerals) in this one loaf, at no 


extra cost.” The campaign, through 
Hutzler Advertising, will run six 
weeks, and in addition to a heavy 
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Ask ran os : 
OMAR ics BREAD 


Heavy promotion of a baking method 
which makes Omar bread "99 per cent 
digestible" is included in a new drive 
launched by Omar Bakeries, Omaha, in 
the trading areas of that city plus Mil- 
waukee, Columbus and_ Indianapolis. 
Fourteen newspapers are being used. 
MacFarland, Aveyard & Co., Chicago, 
directs the account. 


newspaper schedule calls for distri- 
bution of 100,000 two-color mailing 
pieces, personal letters to 1,500 
dealers, and giant car cards (11 by 
70 inches) in the Dayton area. 
Newspaper copy started off with 
1,365-line copy daily and Sunday, 
and will be followed by 504-line 
insertions during the campaign. 


Emphasizes Baking Method 
Omar Bakeries, Omaha, through 


MacFarland, Aveyard & Co., Chi- 


cago, has also launched a heavy 


| campaign for Omar Super 800 en- 


bakery profit margins by a consid-| 


erable amount, more and more 
bakers quietly withdrew their en- 
riched products from the market, 
and returned to the loaf they had 
been supplying previously; and 
consumers seemed not at all dis- 
turbed. The medical profession, 
too, exhibited some reluctance to 
back enriched bread as an impor- 
tant contribution to public health, 
practitioners like Dr. Logan Clen- 
denning, for example, even going 
so far as to assert that the general 
nutritional deficiency which the 
new product was supposed to help 
eradicate did not exist in impor- 
tant degree. 

So enriched bread 
tined to 


seemed des- 
move toward a slow, and 


riched bread, but the emphasis in 
copy is put on “Omar’s Hy-Score 
baking method” which makes Omar 
“99 per cent digestible” and “helps 
give it more ‘Go’.” The campaign 
has just begun in newspapers in the 
Omaha, Milwaukee, Columbus and 
Indianapolis areas, 14 pages in all 
being used in a 10,000-line drive. 
Fifteen hundred and 1,000-line copy 
is being used, and the drive is tied 
up with a home delivery contest 
among the company’s 900 salesmen. 


GEORGE W. MILLER 


Washington, D. C., March 25. 
George William Miller, 68, in 
charge of rotogravure advertising 


for the Washington Star, died today 
at Front Royal, Va. He had been 
associated with the Star since 1891. 


Wilson's ‘Victory SUBSTITUTE 


Type’ Dog Food to 
Get Heavy Push 


(Continued from Page 1) 
of the war-enforced product—in 
cardboard containers instead of the 
familiar tin cans—will soon get 
under way in newspapers, maga- 
zines and radio. 

The company claims to be first 
in the field with actual distribution 
new moisture-free food for 
pets made necessary by the govern- 


THERE IS NO SHORTAGE 
OF IDEAL DOG FOOD! 


fs 
Ol a 


New Victory-Type* Food 


ment ban on tin cans for such # ' 
products. After testing the dog Coarse Gaany antages 
. we teres CoOT) 

food in laboratories and kennels, sm + se 


introductory 600-line copy announc- 
ing that “there is no shortage of 
Ideal dog food” was carried in 
newspapers of three markets, Sagi- 
naw and Grand Rapids, Mich., and 
Akron, O. Follow-up copy of 140 
lines also illustrated the new pack- A 
age for Ideal and explained that the 
product, with water added, provides 


new moisture-free Ideal dog food 
which does not require tin cans for 
packaging is announced in this 600-line 


the same daily ration for dogs) test advertisement run in three cities by 
and cats as was available in the Wilson & Co. Quick production and 
former tins. Seven Victory-Type greater distribution is anticipated. 
advantages are featured: the new 


pack saves essential tin; is easier to 
carry home, and to open; provides 


soon to all important metropolitan 


markets east of the Rockies and to 


added nutriments and vitamins; is| the manufacturer’s regular maga- 
convenient for owners of small) zine list which includes Family 
dogs; does not spoil after package Circle Magazine, Ladies’ Home 
is opened; and needs no refrigera-| Journal, Life, The Saturday Eve- 
tion. ning Post and Woman’s Day. Simi- 

; _— lar promotion will be included on 

Expect No Shortage radio news, musical clock and re- 


corded programs. 
United States 


Promotion of the newcomer will 
be expanded as quickly as produc- Advertising Cor- 


poration directs the account. 


tion can catch up with the pace 

formerly set with the canned 

product, officials said. Tests in 

homes proved the acceptance of Edgar Joins Allegheny 

the meat-base dish for pets, and Ralph C. Edgar, formerly pub- 
dealer acceptance is said to be) licity worker and editor of employe 


publications for Westinghouse Elec- 
tric & Mfg. Company, and more 
recently industrial manager of the 
Chamber of Commerce of Pitts- 
burgh, has been named manager of 
industrial relations for Allegheny 
Ludlum Steel Corporation, Pitts- 
burgh. 


even greater than with the canned 
food. Simplicity of the paper pack- 
age will prevent any shortage of 
Ideal in customary markets, it was 
said. 

Advertising of the Wilson & Co. 
product probably will be extended 


ie Adverttitatal for 
WMAL in Washington 


* This is the brief story of two bulges. One is 


power effectiveness. 
*® It is a technical fact 
antenna) that: 


The other, population. 


(even without a directive 


At 630 k.c., 5000 watts will develop a signal strength 
of 2 millivolts at a distance of 31 miles from Wash 
ington. 

At 1000 k.c., on the dial, 46,300 watts are needed for 
the same job. 

At 1250 k.c., on the dial, 131,000 watts are needed for 
the same job. 

At 1500 k.c., on the dial, 220,000 watts are needed for 
the same job. 


WMAL operates on 630 k.c., with 5000 watts. — Its 
directive antenna further increases the power effectiveness 
to 11,700 watts in the direction of Washington and the 
Washington Market. 

Check for yourself the dial positions of the other Wash 
ington stations to get the full meaning of 630 k.c. to you. 
The favorable dial position of WMAL gives it an extra 
bulge of effectiveness. 

Don't let “thousands of watts” at the transmitter obscure 
the vital factor—power effectiveness—which determines 
the strength and clarity of the program AS RECEIVED. 


* 


* The other bulge is Washington's terrific growth 
in population. Not satisfied with a 40‘, increase up 
to the 1940 census, it has since then, zoomed another 
21‘; boosting the Washington Metropolitan Area to 
over 1,100,000. 

* 


* These two bulges are important to you, saleswise. 
Need we say more? 
WMAL Blue Network Station in W ashington,D. C. 


Represented Nationally by Blue Network Spot 
Offices in New York, Chicago, Detroit, Holly- 
wood and San 


Sales 


Francisco. 


| 
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WELL, 1 SWAN/ 


When Pasadena’s Rose Tournament and Santa Anita’s 
races were called off, Aunt Matilda and Uncle Ned just 
couldn’t see any reason for coming to Southern California this winter. “‘Why the place’ll be deader ’n’ 
a door nail,” opined Uncle Ned. But when the thermometer took a nose dive back in Pumpkin Center 


the folks decided to come West anyway — regardless of roses or races. 


vom 
—w 


First they had a little trouble finding a And when Aunt Matilda went shopping 
place to live. Even the 17,960 housing she really found herself in the middle of 
units built in Los Angeles last year fall far crowds like she’s never seen before. For 
short of the requirements of the 310,526 retail sales are really zooming. They zoomed 
folks who’ve poured in here since Uncle up to $1,730,000,000° last year. And the ~ 
; Sam last counted noses in 1940, picture at the right will tell you why. { TP Les Anqiles payeclla axe getting 0 taste 
: af of the stratosphere. In 1941 they reached 
. 5s No wonder Uncle Ned said “Well, I swan . . . ” when he an altitude of $1,500,000,000. A lot of 
Bi that money is going into taxes and Defense 
= discovered that Southern California is a bigger, better and busier Bonds and Stamps, but a husky share of 


it is going into Southland cash registers. 
place than ever. If you happen to be an advertiser, better not 


keep your sales story home this season — send it West where it 


can really ring the bell! And remember, the Los Angeles Times, L 0 S A A G E L FE S T | M E 4 | 


Represented by Williams, Lawrence & Cresmer 


as usual, is reaching the best part of this busy market. , 
New York. Chicago, Detroit and San Francisco 


* Los Angeles County 
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PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


POSTER WITH DOUBLE PURPOSE 


WITH THE 


UNIVERSAL 


CLEAN-AIR CLEANER 


Landers, Frary & Clark will use 24-sheet posters in 24 markets during April to 

help dealers for Universal Clean-Air vacuum cleaners clear their stocks, as well 

as to maintain post-war consumer acceptance. Cities in which the schedule 

appears include New York, Chicago, St. Louis, Baltimore, Seattle and San Fran- 

cisco. The campaign will be merchandised to appliance dealers in business paper 
space. Barton and Goold, Inc., New York, is the agency. 


VICTORY THEME PREDOMINATES IN POSTERS 


ORE RE. LENIN. ote 


Jats: 
A aaOiO 
Er 


Large posters, supplementary stand-up cards and streamers lithographed for 

Zenith Radio Corp. by Niagara Lithograph Co. form part of a company-dealer 

program launched recently. Emphasis has been switched from sales to the 

Victory theme and the same illustrations, painting by Stan Ekman, are included 
in newspaper ads suggested for dealer use. 


REP RM FLYING... Fe) CUTTES Prete Gene Aso FA ers 


Duane Jones, head of the new agency 
which bears his name, looks over the 
latest news reports in Advertising Age 
while Robert Brenner, advertising direc- 
tor of B. T. Babbitt Co., looks on. The 


agency specializes in packaged products. 


VICTORY AIDS 


CONSERVATION PLAN” 
iy 


Invest in defense bonds and in longer 

car life, Chevrolet Motor Division urges 

in this new 40 by 60-inch window poster 

to be displayed by more than 8,000 

U. S. dealers. The car conservation plan 

has been promoted widely by Chevrolet 
since production ended. 


FOR THE NEWS 


SOCONY-VACUUM OIL COMPANY EXPANDS TIME 
- - 


iy 
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One of Chicago's biggest news radio sponsors, Socony-Vacuum Oil Co., has 
signed on the dotted line for an expanded year on WBBM. William J. Gerwe, 
Chicago manager of the company's automotive division, okays a contract for 


three and a quarter hours a week including a new Saturday show. Witnesses are 

(left to right) Ernest Shomo, WBBM salesman; Larry Holmberg, Chicago office 

manager of J. Stirling Getchell, Inc.; and J. L. Van Volkenburg, assistant manager, 
CBS Western Division. 


ELSIE HELPS PUT OVER BORDEN'S HEMO 


The vitamin-mineral fortified drink, Hemo, is introduced to new users by means 
of this display created by Rode & Brand, New York, for the Borden Co. The 


point-of-sale material is for current use in grocery and drug stores. 


PACKAGING ART REACHES NEW HIGH IN IITH ANNUAL ALL-AMERICA PACKAGE COMPETITION 


Typical of both the trend to new wartime packaging and the pre-war variety of materials—growing 
more scarce—are these top awards in the yearly contest conducted by Modern Packaging. Top row, 
left to right: apparel classification, Pliofilm swim suit bag produced for Thebest Mills Co., New 
ork; shipping container, 50-pound potato bags for Tropical Agriculture Cooperative Association, 
Goulds, Fla.; wines, bottles for Petri Wine Co., San Francisco; and meat products, Mil-O-Seal meat 
loaves and cooked hams, of Cudahy Packing Co., Chicago. Bottom row: oils, paints and varnishes, 


hk +> «oe 9 


» Petri 
«SHERRY 


re-designed oil cans for Shell Oil Co., New York; drugs, chemicals and sundries, blood plasma package 

of Sharp & Dohme, Inc., Philadelphia; shipping containers, airplane rudder shipping box for Stinson 

Aircraft Division of Vultee Aircraft, Inc.. Wayne, Mich., and flat-top desk shipping box, Shelbyville 

Desk Co., Shelbyville, Ind.; and bakery products, Southern Twin-Pack 2-in-! bread of Columbia 

Baking Co., Atlanta, comprised of separately wrapped loaves of whole wheat and white bread. 
(Story on Page 14.) 
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De Jobs (Mise 
me Which Should Have « 
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This Chart shows Production Requirements Pian and principal priority orders affecting the 
manufacture of equipment and supplies used in maintaining the essential functions of the 
institational Field—Namely the mass feeding and housing of individuals. Changes or 
additions required by the changing wor conditions will be reported through the editorial 
NSTITUTIONS Maaazine. as released. 
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producers listed here under P-100. 


NEEDS YOUR PRODUCTS 


The P-100 Order afso applies to any person using tools or 
1] equipment to repair or maintain the property of any eligible Pie 


... and the New Added Coverage of INSTITUTIONS Magazine 


YOUR NEW PRIORITY- 


RATED MARKET 


Check the following places where 
your products are needed: 

[) Army 

[) Nevy 

{) Marine Corps 

{| Air Service 

|) Shipyords 

[) Hospitals and Sanitariums 


[] Veterans’ and Other Government 
Hospitals 


[) Institutional Services Connected with 
Defense Housing Areas, Including 
Schools, Restaurants, Medical Fa- 
cilities 


[] Coast and Geodetic Survey 
[) Maritime Comntission 
Coast Guard 
Panama Canal 
[) Other Government Buildings 
[) Educational Institutions 
Charitable Institutions 
| | Other Buildings and Projects for War 
[} Industrial Cafeterias and Restaurants 


| Foreign Government Purchases and 
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Reaches the Men 


A BRAND new market has opened for 
manufacturers of food, products, 
equipment and supplies used in the insti- 
tutional field. It's a market which carries 
highest priority ratings . . . a market 
which permits you to replenish your raw 
materials . . . a market where appropria- 
tions already have been made... a 
market which needs your products with- 
out delay. 
INSTITUTIONS Magazine reaches this 
market through its coverage of Govern- 
ment Purchasing Agents, Buyers, Speci- 
fiers and others who must look to you for 
information regarding products which are 
vital to the War Effort. 


Who Buy Them 


INSTITUTIONS Magazine does a double 
job. It assists you to take an active part 
in the War Effort. At the same time, it 
makes it possible for you to maintain your 
position with customers upon whom you 
have built your present institutional busi- 
ness, even though war demands have 
made it necessary to serve these civilian 
requirements on a restricted basis. How 
does INSTITUTIONS Magazine meet 
your specialized requirements and how 
can you make your products available 
most effectively in the War Effort? Con- 
sult your Advertising Agency or write 
INSTITUTIONS Magazine, 1900 Prairie 
Avenue, Chicago, Illinois. 


Reproduced above is the Flow Chart of Materials for the manufacture of equip- 
ment used in the institutional field, originated and developed by the editors 
of INSTITUTIONS Magazine. Special Edition, just revised with explanatory 
notes, suitable for wall or desk use, available at $1.00 per copy. 
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INSTITUTIONS 


MAGAZINE'S COVERAGE 
OF YOUR MARKET 


Quartermasters in the Army e 
Supply Officers in the Navy @ Post 
Quartermasters in the Marines 
@ Purchasing Officers of the U. S. 
Maritime Commission @ Purchas- 
ing Engineers of Procurement 
Offices @ Superintendents of Vet- 
erans' Hospitals @ Purchasing 
Agents for Bomber Plants @ Man- 
agers of Industrial Cafeterias « 
Operators of Army Post Ex- 
changes @ Military Schools e 
Penal Institutions @ Architects. 
Interior Decorators, etc., in Wor 
Work @ Hotels @ Restauran’s 
e@ Hospitals @ Sanatoriums ¢« 
Schools and Colleges @ Homes 
for Aged, Blind, etc. @ Outfitters 
or Jobbers @ Janitors’ Supp'y 
Houses @ Commercial Buildings 
@ Railroads and Dining Car Sy*- 
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